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Impervious, — 
to the Elements 


Garages require a special door equipment to render them 
impervious to the elements, yet accessible at all times. The 
NATIONAL No. 805 is such a garage door set. 


ae an oe oe 


Equipped with this set, garage doors swing into the jamb 
against stops, the same as in high-class house construction. 
All equipment is hung on the inside where it is protected 
from snow and ice, the doors fold in against the inner wall 
when opened, and the one door may be opened without dis- 
turbing the other two. 


For the man who plans to use his car in all kinds of weather 


and who wants his garage readily accessible at all times and Remember , 
who wants weather-tight doors here’s the ideal combination NATIONAL uy, from | 
—the National No. 805 Garage Door Set. direct at a saving and 


sell at increased profit. 


Now’s a good time to introduce it, for auto owners will be 
quicker to sense its advantages while experiencing the dis- 
advantages of other equipment they’re now using. Get the 


full details on this set. Write for a copy of our catalog and 
latest price list. 


NATIONAL MFG. COMPANY 


Sterling, Illinois 
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Incubators, Brooders, 
Feeds and Other Essen- 
tials Appeal to Amateur 


and Professional Poultry 
Raisers Alike and Bring 


Real Profits to the 
Hardware Store. 


By A. H. VAN Voris 


66 HY does a hen cross the 
road?” 


As youngsters, many of 
us probably gave varied and deeply- 
thought answers to this ancient co- 
nundrum of childhood days, and as 
hardware dealers, to-day, we are glad 
that a kind Providence, centuries 
ago, instructed Noah to take a hen 
and her mate aboard the Ark. 

Had it not been so decreed, we 
wouldn’t be so interested to-day in 
poultry supplies and in those freshly 
laid eggs for our breakfast table. 


Good Business in Poultry Supplies 


But, seriously, this should be a fine 
year for the poultry business and a 
correspondingly good one in substan- 
tial profits for the hardware dealer 
who gets behind this end of his busi- 
ness. , 

If you are a doubter or a skeptic, 
how are you going to get around the 
existing conditions that the poultry 
business has now become a real, per- 
manent industry in our country? 

You probably won’t deny this fact 
and if you are located in one of our 
smaller towns, almost any day you 
can see the farmers bringing in their 
pails or crates of eggs to the grocery 
stores or else they are using that egg 
crate wire they bought of you to 
bind up their cases for shipment to 








Poultry Sales as a Spring Hardware Tonic 
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nearby city commission merchants. 

Go to the butcher’s shop or meat 
market and almost any day you de- 
sire, you can order a dressed chicken 
or fowl delivered to your fesidence 
for the home table. 

Take a look out of the store door 
on many a day when the country 
roads are passable and you will see 
auto trucks piled high with crates 
of poultry on their way to the city 
markets. 

But whence all this and what has 
it to do with the hardware man and 
the poultry business? 


Hardware Stores and Poultry 
Headquarters 


Just this—every single poultry 
farmer and every individual with his 
“back yard flock” must call at the 
hardware store for devices and sup- 
plies to be used in hatching and rais- 
ing their poultry. That’s where our 
special interest comes to bear on the 
proposition. 

Clearly, at the outset, we must 
thus divide poultry raisers into two 
classes: First comes the bona fide 
poultry farmer with his dozens upon 
dozens of hens. From him we can 
grade down our second class through 
flocks and “semi-flocks” until at the 
other end of the list we have that 
chap just referred to, who is a back- 
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yard enthusiast with his half dozen 
or more chickens he knows by name 
and considers as sort of members of 
the family. 


The Business Is Increasing 


The poultry business is increasing 
in importance each year because so 
much of the earlier guess-work meth- 
ods have been removed from it. We 
now find that poultry raising is al- 
most a science and is given its due 
position of prominence along with 
other courses in our agricultural 
schools and colleges. 

Right along this line, I well recall 
my surprise one day last spring on 
a fishing trip to a trout stream over 
the mountain and down into a hill- 
bound dale. Here it was that about 
noon my companion and I stopped 
at a tumble-down farm house for a 
drink, and we got to visiting with a 
young fellow working around the 
place. 

Judging from first impressions, a 
study of anything seemed quite far 
removed from his sphere, but I no- 
ticed a nicely bound, but consider- 
ably soiled text book lying there on 
the porch steps and on picking it up, 
found it to be a treatise on the sub- 
ject of poultry raising. 

The young man told me that he 
had taken it from the library of one 
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Now is the time 
to go after the 
patronage of the 
poultry raiser 
by means of ad- 
vertising. Here 
is a_ decidedly 
effective ad 
which succeeds 
in arousing in- 
terest in a va- 
riety of items 
essential to the 
raising of 
poultry 





oing to raise chickens this year. 


looking for? 


We sell OYSTER SHELLS and Grit—also a guaranteed EGG TONIC. 


This advertjsement is directed to you folks who are 


We have the CYPHERS INCUBATOR and other Cyphers supplies. 
Take a look at this WATER FOUNT in the centter—isn't it just what you have been 
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of the training camps and he liked 
it so well that the camp librarian tola 
him he might take it along home 
when he secured his discharge. This 
was just what he had done, and here 
was an expensive poultry text book 
way back in an out-of-the-way valley 
where the inhabitants look at an out- 
sider with more or less wonder. 

In other words, you never can tell 
just where a real interest in the poul- 
try business lies and we sometimes 
find it where it is least expected. In 
this case, before leaving, he showed 
us his chicken-house and hens and 
they surely did indicate that he had 
tried to put into practice some of 
the things he had learned fromm that 
book. 


An Incubator Is a Necessity 


Now, to get down to those brass 
tacks we hear about, one of the very 
first essentials the individual who is 
going into the poultry business on 
any sized plan must have is an in- 
cubator, for it has long since been 
discovered that it is impractical to 
try to count on a hen for hatching 
purposes. 

To be sure, the hen has a monopoly 
on laying the eggs, but she’s such a 
fussy old lady that she will take to 
her nest and brood and cackle over 
a “setting” just about when she feels 
like it, and she will furthermore stay 
there just about as long as she has 
a notion to stay. 

The incubator has no feelings or 
sentiments pro or con and does just 
what it is set to do in a very method- 
ical and business-like way. 

I once visited a plant where a half 
dozen large incubators were in op- 
eration under the supervision of a 
man well versed in his line, and his 
enthusiasm would have inspired any 
hardware dealer. I shall long re- 
member the concert of peep-peep- 
peeping which greeted us when we 
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opened the door of the incubator 
room, 

There are a number of well known 
and trustworthy incubators on the 
market at the present time from 
which the hardware dealer can make 
his selection. 

I do not claim that any of them, 
no matter how well known or how 
thoroughly tested and endorsed, will 
sell itself. 

The hardware store to sell incu- 
bators is that store which backs up 
the business with a study of the 
article in consideration, and with a 
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proper amount of advertising and 
display of the device. 

At the time of writing, we have 
four representative incubators set 
up and ready for showing to pros- 
pects. Two of these are so near the 
front entrance of the store that no 
interested prospect could possibly 
walk by without seeing them. 

Then on top of one of these ma- 
chines, we have a half dozen or more 
little fuzzy yellow and white cotton 
chicks standing in characteristic at- 
titudes—also glass jars containing 
samples of ground charcoal, oyster 
shells and grit. Yes, indeed, display 
is a matter of considerable moment 
in selling incubators, as well as any- 
thing else. 

What are the details of operation 
of an incubator such as you carry in 
stock? How is the heat regulated? 
Is the lamp perfectly safe? How is 
the moisture controlled? Our cus- 
tomers naturally want to know all of 
these things and it is up to us to be 
in a position to tell them. 


Next Comes the Brooder 


Next to the incubator come the 
hover and the brooder. 

Your poultry farmer must plan to 
take care of the tender -voung chicks 
after the incubator has done its part 
by giving them a good start in life, 
Here is where these two poultry de- 

















The Hamilton Hardware Co., Waterbury, Conn., derives real poultry profits from 


window displays such as this one which was arranged by Hans H. Bauck 











March 30, 1922 


HARDWARE AGE 








THE “STANDARD” 
ATI 


_ SOLD ON 
MONEY BACK 
GUARANTEE 


— BEST INCUBATORS MADE” 


Elistocr en! scecare 
AD WRININGBROOD pI 
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y SAVES 4 


Labor-lime 


The Hotchkiss 
Hardware Co, 
also of Water- 
bury, Conn., is 
another believer 
in the value of 
adequate win- 
dow displays. 
This display, 
which was in- 
stalled by 
George Stone, 
shows a_ wide 
range of items 
which are sure 
to find a place 
with every poul- 
try raiser, be he 
an up-to-date 
chicken farmer 
or a beginner in 
the business 
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vices come in for their share of the 
work, 

The hover is to provide a warm 
place like the mother hen’s nest— 
heat such as would come from her 
body, and ventilation for the tiny 
chicks which it shelters; such a 
hover as we have is practical for 
any hatch up to 100 chicks and it 
can be instantly set up in a barn, 
shed or room. 

The brooder is a little more elab- 
orate and appeals more strongly to 
the professional poultry farmer. 


General Supplies 


From these three main devices of 
the poultry raising business, we may 
pass on to what we may term general 
poultry supplies, for which the farm- 
er must call at the hardware store. 

We have already referred to those 
three items of semi-food products 
which we regularly sell—ground 
charcoal, oyster shells and grit; the 
charcoal comes in two sizes of grind- 
ing as does the grit—one for hens 
and one for chicks. 

I must confess that our experience 
with bulk feed in the ground form 
for chicks and young chickens did 
not work out very well as it became 
webby and mouldy in the barrel, so 
we gave it up. 

Food Containers 


Then there is the shell and grit 
box and the dry food hopper for 
festening to the wall of the chicken- 
house. Both of these items tend to 


avoid the waste of feed being 
scratched about and trampled upon 
when placed in open dishes. They are 
also much more sanitary than the 
open dish method of feeding. 

Both of the above are made of gal- 
vanized iron and are fairly inex- 
pensive and very durable, as is the 
galvanized water fount. This is cal- 
culated to maintain a level of clean 
water with a minimum amount of 
re-filling, and will not crack if tipped 
over. 

Wire hen’s nests are clean and san- 
itary and have an appeal of their 
own for the _ up-to-date poultry 
farmer. 

The egg tester is a necessary part 
of the equipment as are the egg pack- 
ages and carrying crates. 

Incubator and brooder thermom- 
eters occasionally are broken and 
must be replaced. 


Keeping the Chickens Clean 


Lice powder, whitewash material, 
and hen-house spray are essentials 
for the well being and health of the 
chickens, 

Poultry tonic has its place among 
the poultry supplies of the hardware 
store, in order to stimulate egg pro- 
duction; we are fortunate in selling 
a brand whose results we can guar- 
antee and we are backed up by the 
company in this guarantee. 

Poultry leg bands in either num- 
bered aluminum or colored celluloid 
are a means for the poultryman to 
quickly identify his hens for a test. 


Chick feeders and chick founts are 
miniature reproductions for the lit- 
tle fuzzy chaps and are just as much 
needed as the larger ones for the 
full grown birds. 

The oat sprouter has increased in 
popularity, until as a scientific food 
producing device, it merits the con- 
sideration of all poultry raisers; 
much may also be said of the auto- 
matic feeder which compels the hens 
to exercise and work for the corn 
which it scatters about the ground. 

All told, the gamut of poultry sup- 
plies which the hardware store may 
stock is a long one and just as profit- 
able as you make it in your own lo- 
cality. 


,  Eiaad wediecwe nctd over bail 4 desm of them. Folkeoow that this honest 
7 be dented either is price ot quality, BUY YOUR ce 
‘Delage teas thas last yesr. te % 


And heres another Van Voris sales- 
producing ad 
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The Friendly Road 


cently wrote the following gem of thought: 

“Save all you can of the white-heartedness 
your mother gave you, and add something to it, 
if possible. Do your best to give out a little of 
it every day silently, simply and sincerely, here 
and there, that you may live in the gardens of 
your own planting, where the birds will sing in 
your heart all day long.” 

* * * 


Te great merchant, John Wanamaker, re- 


A cheerful manner makes an immediate wire- 
less connection with the heart of a prospective 
customer, and transmits an irresistible call for 
business.—Sales Manager. 

% *% % 

“Whenever I hear of a depression I always pic- 
ture a smoothed out spot where someone has 
been lying down.”—Kitchen Kraft. 

* * * 


Joe Kussner, Milford, Conn., sold a woman a 
galvanized tub for 98 cents, and said that if it 
leaked or was in any way unsatisfactory to bring 
it back. Wonder why more dealers don’t say 
just the same thing, it sounds like service and 
costs nothing—and they’ll come back, anyway! 


%* * a 


John Blake says that the worst time thief is 
the man who wastes another’s time during busi- 
ness hours. Every hardware merchant in the 
smaller towns knows two or three of these fel- 
lows who have plenty of conversation about noth- 
ing and who never do any buying. Try your best 
sales talk on some general line and see if these 
men your store so comfortable and interesting 
after that. They won’t stay if you try to sell 
them—they are not that kind. 


Are you polite and courteous to the man who 
just comes in to look at wash tubs and find the 
price or are you semi-indifferent? Anybody 
would show courtesy to a man who was buying. 
It is expected and creates little attention. But 
to the man who merely walks in to “look and ask” 
courteous treatment is noticed and appreciated— 
and when he comes to buy the needed article he 
knows where he will get it. 

* * * 


The man with the smile is not necessarily 
good-natured—he may be half-witted. Most 
good nature that we have seen needs no adver- 
tisement because everyone feels it instinctively. 

* * * 


Your nearest competitor may be dishonest, a 
gyp, price cutter, and he may also knock you and 
your business methods—but, on the other hand, 
he may also be a pretty square fellow and may 
have boosted you on many occasions. Make sure 
whether he is playing square or not before you 
frame your policy and then play the game right 
anyway. 


A pessimist sees no good in anything that is. 

An optimist sees good in everything that ain’t. 

The pessimist will advise you to make no in- 
vestments so you will not make a dollar. 

The optimist will advise you to invest in any- 
thing and everything, and you’ll lose all you have. 

The actomist sees the business he has built, 
the bank balances he has, the bonds he owns, 
the churches he has helped, the philanthropies he 
has contributed to, the home he enjoys, the fam- 
ily he has reared; and some day he will hear— 
“Well done, good and faithful actomist, enter 
thou into the joy of thy Lord.” 

Moral: Be an actomist. 

—Horatio Sawyer Earle. 

Some people keep their patriotism in a storage 
vault and only take it out on the Fourth of July 
and Decoration Day. 

* * * 

Most of us are willing to agree that there are 
two sides to a question—our own side and the 
wrong side. 

* * * 

Pity the man who worries, because his every 
worry builds up more troubles to worry over. 
Congratulate the man who concentrates on his 
work. During business hours he is too busy to 
worry, and when night comes the results of his 
labor are so gratifying that he doesn’t need to 
worry. 

* * % 

A. W. Cawood says: “So many people make 
scrap baskets of their heads instead of filing cabi- 
nets. It is just as easy to put a thought in its 
proper place as to throw it in like a scrap of 
paper.” 

* *% % 

“Thrift includes work wisely done, money in- 
telligently invested. Saving may mean little or 
no spending, little or no work. When we stop 
dressing well, we save in one way to lose in 
three ways. We lack ambition, flag self-respect 
and discount the respect others have for us.”— 
The Silent Partner. 

* * * 

“A great army may be robbed of its leader, but 
nothing can rob one poor man of his will.”— 
Chinese Proverb. 

* * * 

When past mistakes loom up big in your mem- 
ory, the prospects for a good future are bright. 
But when your past successes assume gigantic 
proportions in your mind, it’s time to watch your 
step. 

* * * 

If you want to smile, go ahead and smile. If 
you don’t, then don’t. But whatever you do—let 
no campaign set aside a certain seven days dur- 
ing which time you are to maintain a meaning- 
less smile. It is sure to be a smirk. If you can’t 
smile for the sake of smiling, why forget it. 
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Filling the Demand for Special Tool Lines 


Increasing Building Operations Enlarge Possibilities of 
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Sales of Plasterers and Cement Workers Tools by 
Means of Interior and Exterior 


OME people are naturally skep- 

, tical while others are cautious. 
Many say that there is no busi- 
Others say there is consider- 
able business, providing you go 
after it. Of course the fellow who 
is working hard for what he gets 
will tell you things could be a 
whole lot worse, even if his own 


ness. 


sun and as the robin gets out early 
for the worm, so these hardware 
men keep their weather eyes to- 
ward changing seasons and ar- 
range their stocks to meet the 
demands to be made upon them. 
Such a man does not wait until 
his trade comes to him for merchan- 
dise. He buys enough for their 


Displays 


has that desire, and he will be 
ready to build as soon as he is con- 
vinced that prices are at a station- 
ary level for quite a period. 
Merchants are more convinced 
every day that people must build 
and repair. Many people do not 
have the money, but there are 
many of them that have the neces- 

















The Henry Heick Hardware Co., Louisville, Ky., has taken advantage of the increase in building and is featuring plasterers’ and 
cement workers’ tools in window and show case displays 
books happen to show more busi- wants and he supplies them sary funds salted away waiting for 


ness than last year over a corre- 
sponding period. 


Watching the Seasons 


These business builders believe 
and know from their experience 
that there is plenty of business if it 
is gone after properly. Every sea- 
son offers them new opportunities 
to move goods. They are alive to 
the changing desires and tastes of 
their communities and they sell 
their merchandise accordingly. As 
the watchman looks for the rising 


through aggressive salesmanship. 
He does not force them to take it, 
but he does know they need it, and 
proper salesmanship will induce 
them to get it from his store. 
There are very few places where 
building in the last few years has 
kept up to normal, due principally 
to high costs and in some measure 
to the scarcity of labor. At the 


present time there is a feeling that 
prices are pretty well liquidated. 
The man who wanted to build a 
house three or four years ago still 


the opportune time. The increase 
in activity in building all over the 
country, both in homes and build- 
ings of a business or public nature, 
would serve to indicate that there 
is a growing feeling of belief in the 
future. There has been a decided 
improvement in the activities of 
this line since the first of the year. 

Get your share of the business 
and endeavor to get your customers 
interested. Now is the time to 
paint up and to varnish. New ce- 
ment sidewalks will be put down 
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This corner of the Warner Hardware Co. 


store in Minneapolis, Minn., is devoted to 


plasterers’ and cement workers’ tools in anticipation of increased spring building 


this spring and many new and old 
houses will be plastered and deco- 
rated. 


How Henry Heick Does It 


Your show cases or your panel 
display boards offer the opportu- 
nity of attracting trade on all 
classes of building materials and 
tools. The picture of the Henry 
Heick Hardware Co., Louisville, 
Ky., shows a case in the front of 
the store which is used only to dis- 
play seasonable merchandise. It is 
kept up to date by constant changes 
and great care is taken in the man- 


ner in which the various articles 
are shown. 

As you walk into this store you 
cannot help but see this case and, 
if you are a carpenter, a mason or a 
cement worker, you will naturally 
be interested in the display of the 
tools you use in making your liv- 
ing. The home owner who comes 
into the store looks at the case, and 
while he does not use these tools to 
any extent, he is reminded of the 
sidewalk he wants to have laid, the 
new chimney to be built or per- 
haps the room that has to be plas- 
tered. 





March 30, 1922 


He gets this work done by the 
man who uses the tools, and that 
man has to go to the hardware 
store to buy them. A man who 
works with tools, strange to say, 
seldom has a complete set. Loss 
and wear conspire to keep his sup- 
ply at a minimum. New tools are 
constantly coming out that will 
help him do his work better or at 
less cost. The hardware merchant 
helps this user of tools because he 
is his customer and shows him the 
new things. Any carpenter or 
plasterer can find the things he 
really needs for the efficient con- 
duct of his trade right in the hard- 
ware store. 


Plasterers’ Tools Displayed 


The plaster and cement working 
tools in the illustration of the War- 
ner Hardware Co., Minneapolis, 
Minn., offer many suggestions to 
the merchant as well as a prospec- 
tive customer. Put a man in this 
aisle and let him look over the line 
and he will come out surprised at 
the variety of articles made for his 
own particular needs. 

The Warner people say that the 


display of these tools on panel 
‘doors has increased their sales 
very materially. The complete 


showing insures repeated business 
because the customer knows where 
he can get what he wants. 

The smallest hardware store 
carries the principal tools used in 
these trades. A couple of trowels, 
a level and some tuck pointers on 
the front show case or in the win- 
dow would attract the attention of 
the people who use them and would 
also serve as reminders to the man 
who wants some work done. 

The two aggressive firms shown 
in these pictures have found it 
worth their while to take care of 
this class of business. Now that 
spring is here and building is 
starting in once more, there is a 
similar opportunity for other mer- 
chants to realize profit from the 
sale of these essential tools. 


How About Hardware Style Shows? 


OMEN’S wear stores have 

\ style shows and get a lot of 
business from such shows. So why 
couldn’t hardware stores also put 
on style shows and boost business 
thereby? 

Styles in hardware nowadays are 
different from what they were 
years ago. Consider hardware for 
the home, for instance. Think 


what an interesting window display 
you could make by showing pres- 
ent-day house hardware in your 
show window alongside of house 
hardware of years ago! And con- 
sider how interesting you could make 
a comparison of present-day styles in 
tools with the styles in tools of 
by-gone years. 

Stage a hardware style show in 


your store. Have comparisons in 
your show windows of present-day 
and old-time hardware styles and 
continue these comparisons inside 
your store. Then invite everyone 
in the city to come and see them. 

This sort of thing would be sure 
to get a lot of attention and would, 
therefore, be sure to be a good boost 
for your store. 


é 











io 


CO O&O ot @ 


_=—=—_hlUc,S OUWT,hlUGCl la elhlUcremlC(i Zh OO 














March 30, 1922 





Daily Demonstrations 


Sell Household Goods 


VERY hardware merchant in 
EK the country is desirous of get- 
ting a quick turnover of stock 
to increase his volume of business. 
Various ways of efficiently attaining 
this end are being attempted by 
dealers, jobbers and manufacturers 
all over the country. Among these 
is a plan devised and carried out by 
Landers, Frary & Clark, New Brit- 
ain, Conn. This firm has selected 
one store in each city and placed a 
permanent factory demonstrator in 
the store selected. 

The Carlisle Hardware Co., 
Springfield, Mass., received this co- 
operation from the manufacturer 
because of the volume of business 
it has done on “Universal” merchan- 
dise. 

Writing to HARDWARE AGE about 
the Carlisle Hardware Co.’s new 
“Universal Home Needs Depart- 
ment,” Everett A. Lawrence, man- 
ager of the house furnishing goods 
department at Carlisle’s, says: 

“We started this new department 
off with a newspaper advertisement 
and two window displays. One of 
the items in the window display was 
a $1 aluminum saucepan which we 
featured for 39 cents. We did 
this to get a big crowd of people 
in the store and to acquaint them 
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with our new ‘Universal 
Home Needs Department.’ 

“All of our household 
merchandise is carried in 
the basement of the store 
and is now in charge of 
a factory expert, who is 
there to demonstrate and 
explain the merits of the ‘Universal’ 
products. 





Monthly Special Price Sales 


“Each month we sell one item at 
a special price to attract as many 
people as possible to the store. We 
always feature these sales in news- 
paper advertising, beginning a few 
days before the sales open and con- 
tinuing during the length of time 
that the sale is held, usually from 
one to two weeks. During the time 
of a special sale we always feature 
the goods we are pushing in window 
displays. 

“The really big things about these 
special sales are the demonstrations 
held in connection with them. We 
are firm believers in the practical 
value of demonstrations, and always 
make it a point to demonstrate 
everything possible. It is the most 
convincing way of selling goods. 
When a customer can see precisely 
how an article works, and visualize 


The Carlisle Hardware 
Co., Springfield, Mass., 
Improves Its Service, 
Increases Sales and 
Gains Customers by 


This Method 








the actual results of the work done 
by some household appliance, it is 
comparatively easy to clinch a sale. 
We have found that a sale invari- 
ably follows a demonstration. To 
take the time and properly demon- 
strate an article usually means 
either a sale now or a little later. 


Arrangement of Stock Important 


“Arrangement of stock is a very 
important thing to take into con- 
sideration in any store. But it is 
doubly important in the house fur- 
nishing department, which is fre- 
quented mgstly by women. The more 
attractive and convenient it can be 
made for women customers the more 
efficient it will be in turning over 
stock. 

“We use one entire counter for 
percolaters, teapots and tea balls. 
All of our aluminum ware is con- 
tinually displayed on one large table, 
except for the surplus stock that is 
carried in the wareroom. Meat 

















Housefurnishing goods are featured strongly at this season by the Carlisle Hardware Co., Springfield, Mass., as this illustration 
shows. 


In addition to displays the company makes use of demonstrations in order to swell the sales total 
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choppers, bread mixers, coffee mills, 
etc., are always on display on an- 
other table. 

“Our cutlery is mounted on green 
felt boards and displayed behind 
glass doors. Each article of cutlery 
has a small ticket attached to it, 
showing plainly the price, the size, 
the name of the article and a key 
letter which indicates the drawer in 
which the extra stock of that par- 
ticular article is carried. 

“By displaying and featuring our 
merchandise in this way we are 
equipped to give our customers a 
greater degree of personal attention 
than we would be able to do if our 
store salesmen had to go poking 
around among assortments of stock 
to find something a customer 
wanted. 

“We have found that customers 
not only enjoy waiting on them- 
selves to a large extent, and making 
their own selections, but that, by 
having goods continually on display, 
the number of sales are much larger. 


Goods Checked Daily 


“Of course, there is more work 
required to keep the stock clean and 
properly arranged. But that is done 
every morning just before the store 
is opened. Each salesman and sales- 
woman in the department has a cer- 
tain section which he or she is re- 
sponsible for, both as to cleanliness 
and arrangement. In this way 
everybody in the house furnishing 
department knows just what has to 
be done, and does it. A daily check- 
up is made in each section of the 
department by the salesforce, and 
the number of articles on display 
are compared with the number sold 
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the previous day, so that we know 
at all times exactly how the differ- 
ent lines are moving. 

“We have also always made it a 
point to sell only such quality mer- 
chandise that we believed in and on 
which we received adequate protec- 
tion from the manufacturer. In 
this way we have been able to build 
up a trade that seeks our advice 
about buying, and which has confi- 
dence in our reliability and pro- 
gressiveness. 

The Club Payment Plan 

“Another thing that we have 
found to be not only profitable but 
interesting is the club payment plan. 
By this plan we sell a customer a 
washing machine, a vacuum cleaner 
or an electric ironer on the partial 
payment method. We have found 
this to be a very successful means 
of attracting new customers, of in- 
creasing our sales and of retaining 
old customers. 

“By the addition of what we now 
term our ‘Universal Home Needs De- 
partment’ we will have a permanent 
factory demonstrator in our house 
furnishing department at all times, 
which will insure proper and more 
detailed demonstrations, because it 
will give our salesforce more oppor- 
tunities to concentrate their atten- 
tion on articles that do not need 
to be demonstrated, and thereby in- 
crease the general volume of our 
business. 

“Furthermore, the prestige and 
confidence that it will create among 
our customers will materially stimu- 
late other sales.” 

The two photographs of the Car- 
lisle Hardware Co. window displays 
that are shown with this article 


March 30, 1922 


were arranged recently at the time 
of the special sale that marked the 
opening of the home needs depart- 
ment. They show clearly a wide as- 
sortment of household goods, and at- 
tracted large numbers of people to 
the Carlisle store. 


All Articles Price Marked 


Every article in each of the win- 
dows was price marked. Although 
the windows were filled with house- 
hold goods and gave the appearance 
of being somewhat overcrowded, it 
was done intentionally. In a special 
sale the most persuasive thing that 
can be used to induce people to buy 
is something a little out of the ordi- 
nary in the way of price. Although 
the Carlisle Hardware Co. does not 
in any way cut prices, it makes a 
special price on some feature article 
and then stresses that fact in news- 
paper advertising, circulars mailed 
out to customers and prospective cus- 
tomers and window displays, so that 
a large number of people will be at- 
tracted to the store, where the sales- 
force wi!l attempt to interest them 
in other lines. 

As Mr. Lawrence has said, the fact 
that the Carlisle Hardware Co. now 
enjoys the services of an experienced 
demonstrator, permits the salesforce 
of the store to concentrate its at- 
tention and give more time to the re- 
quirements of individual customers. 
Although every store could not, be- 
cause of the differences of location, 
afford to have a factory demonstra- 
tor, many stores could have one mem- 
ber of the salesforce specialize on 
giving demonstrations, so that it 
could hold special demonstrations at 
regular intervals. 

















This window of the Carlisle Hardware Co. should serve to impress upon the hardware merchant the display possibilities of 


aluminum and enameled ware 
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Small, inexpensive items such as are shown herewith bring twenty additional dollars daily to Geo. A. Englehart & Son Hardware 


Co. of Chicago 




















Twenty Dollars a Day in Small Articles 


The Geo. A. Engelhardt Hardware Store of Chicago 
Realizes This Amount From One Window Given 
Over to the Display of Low Priced Bargains 


AKING pans covered with 
gaily colored materials form 


the background of a window 


. which brings in over $20 a day on 


small items. Displayed in ordi- 
nury hit-and-miss fashion, these 
little articles would not produce 
one-quarter that amount of busi- 
ness. Gus Engelhardt, of the Geo. 
A. Engelhardt & Son Hardware Co., 
1060 Milwaukee Avenue, Chicago, 
believes that the hardware mer- 
chant of to-day must pay attention 
to the small items as well as to the 
large ones. He figures that any in- 
crease in this class of business will 
show an extremely satisfactory re- 
turn at the end of the year. It not 
only evens up the slow sales on 
larger and more expensive items, 
but it will go a long way towards 
paying overhead expenses. 
Advantage of This Display 

A window of this type resembles 
in many ways the counters or 
tables many merchants are now 
using. The advantage of the win- 
dow is that it attracts trade from 
the street, while the inside displays 
or tables have no drawing power 
outside of the store itself. The 
window will draw trade into the 
store for the small, inexpensive 
items displayed, and much of this 
trade will be new. The hardware 
merchant then has only to exercise 


his ability as a salesman to make 
regular customers out of these 
people. 

The most important features of 
the window and of the entire 
scheme are the price tags on each 
pan. The sale price is marked in 
plain figures and is large enough to 
be readily seen by the passerby. 
The regular selling price is also 
shown in smaller figures, and the 
prospective customer can see at 
once that a bargain is being offered. 

As an example of this, let us take 
oil stones. How many dealers put 
these away in stock and never let 
them see the light of day until 
some customer comes along and 
buys one because he must have it 
at that time? Oil stones are needed 
in every home. No matter if a man 
does not have the responsibilities of 
a household, he usually has plenty 
of uses for a small oil stone. Car- 
penters need them, mechanics use 
them and they are wanted in a 
thousand different places. The 
purchase of such a small item, 
however, will not ordinarily take a 
customer to a hardware store un- 
less the stone is needed at that 
minute, and the chances are that 
even then he will try to borrow one 
rather than make the trip. 

Here is the beauty of such a win- 
dow. The people passing along the 


street are attracted by the bright 
colors and by the merchandise as 
well. They become interested in 
the price tags, and the natural 
thought is, “Why, there is an oil 
stone. I’ve needed one a long time. 
Looks like a good price. Guess I'll 
get one.” And there you are! 

All day long and into the night 
this silent salesman is ever on the 
alert for business. If it does noth- 
ing more than get a person to stop 
and look it over, it has done much 
towards fixing that store in the 
mind of the man. Anybody who 
needs anything is a prospect, and a 
large percentage of the people who 
stop and look at windows are pros- 
pects. They might not be aware of 
it, but once they see the article and 
the price, they cease to be prospects 
and become purchasers. 


This Window Makes Money 


Mr. Engelhardt’s policy on these 
windows is not to lose money, but 
to make it. He figures hig sales ex- 
pense on these items is low be- 
cause the window sells the goods. 
He also prices all items at uneven 
figures, which is an effective sys- 
tem in getting business. A fair 
resale price is shown on the tickets, 
so that the customer can realize 
that he is getting a bargain. 

In the accompanying illustration 
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such items as oil stones, thermome- 
ters, shears, pocket knives, pencils, 
tire tape, fuse plugs, sockets and 
electric lamps are in universal de- 


mand. The bare fact that these 
goods are constantly presenting 
themselves to customers. alone 


causes more sales than the best or- 
ganized sales forces in the world. 
If you go into a 5 and 10-cent 
store you don’t have to ask for any- 
thing because it is out where you 
can see it. You might go in to get 
some paper napkins for the picnic, 
fine waxed paper, wooden plates 
and all the other things which you 
need but never thought about buy- 
ing. It is said that a large per- 
centage of people who go into these 
stores for one particular thing 
come out with more than they went 
after. Why? It is only the dem- 
onstration of selling by means of 
suggestion. You were not tricked 
into buying more than you wanted. 
You saw other things you needed 
and so you got them. But you 
would not have acquired them if 


EOPLE always like to look at 
Pp charts and maps because they 
always look so important, business- 
like and interesting. And by means 
of charts and maps it is compara- 
tively easy to get over strong busi- 
ness-building thoughts which could 
not be so impressively conveyed by 
tons of printed words. 


Show the Territory Covered 


You will find many things about 
your store which could be effectively 
and interestingly presented by means 
of charts and maps. For instance, 
why not have a map of your city and 
nearby territory placed in your win- 
dow, and then, by means of red- 
topped pins, show the location of all 
the customers to whom you have sold 
goods during the past month? Such 
a stunt would show the wide extent 
of territory from which your cus- 
tomers come and would go far to- 
ward impressing people with the idea 
that you have a wideawake, alert, 
progressive store. 

Then, in connection with the map, 
you could use some such sales talk as 
this: 

“THE BEST PLACE IN THIS TERRI- 
TORY TO TRADE. 

“Our service extends to all parts 
of this territory and beyond. Dis- 
tance from our store makes no dif- 
ference in the dependable, valuable 
service we give you. 

“Trade here and be satisfied.” 
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you had not seen them displayed. 

This is an idea that hardware 
merchants are using with increas- 
ing frequency. Get the goods out 
where they can be seen and speed 
up the turnovers on small priced 
items. 

The counters and shelves of any 
hardware store offer excellent op- 
portunity for selling the little odds 
and ends. These are often abso- 
lute necessities, but some dealers 
regard them with so little concern 
that the trade goes to the stores 
where they are featured. 

If you don’t think that money 
can be made from such items, go 
down to New York some time and 
take a look at the Woolworth Build- 
ing. There is the highest building 
in the world and one of the finest. 
It was built on the profits from 
items that sold for 5 and 10 cents. 
How many pieces of stone in that 
building were purchased because of 
sales made in your town? 

The statement is not meant to 
show any concern in the wrong 









Charts and Maps as Display Novelties 


This sort of a thing would not 
alone arouse interest but wouid also 
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light, but it is given to the hard- 
ware merchants in order to show 
them it has been successfully dem- 
onstrated that there is a world of 
profit in small items if the mer- 
chant is aggressive and makes 
them turn over fast enough. 

Try a window or a special coun- 
ter of specially priced small items 
which have a universal demand. 
Don’t make it look like a junk shop, 
but use your best efforts to make 
the display attractive. Keep the 
stock complete, and, above all, see 
that it is always clean and attrac- 
tive, and don’t forget the price 
tags. Let this silent salesman be 
working for you all the hours of 
your business. It costs nothing but 
a little time and attention. The 
profits, new customers and_in- 
creased popularity of your store 
will more than please you. Most of 
all, remember this is cash business 
and $20 a day or $120 a week in 
good coin of the realm, without 
much sales effort on your part, is 
worth while considering. 





undoubtedly sell more goods fcr the 
store. 





Hardware Costs Graphically 
Shown 


A recent issue of the Chan-Farco 
Beacon, issued by Chandler & Farquhar 
Co., Boston, contained a number of 
charts which showed graphically the 
changes which have taken place in the 
prices of a number of staple lines of 
merchandise covering a period from 
1915 to 1921, inclusive. 

These charts, which are similar in 
form to those which appeared in the 
Dec. 29 issue of HARDWARE AGE, were 
carefully checked against the records 
of the.manufacturers whose goods are 
pictured and were then _ re-checked 
against the records of the Chandler & 
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Lunkenheimer’s leading bronze specialties 


Farquhar Co. The former series of 
charts were well received by the trade 
and proved to be of distinct assistance 
to hardware merchants and salesmen. 
The accompanying charts are fully as 
comprehensive and valuable. 
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Adding Customers with a Razor Sharpener 
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UTTING a keen edge on sales 
Pp efforts so they will cut deeper 

into the piles of lucre, which 
the public has to spend, is often a 
matter of adding a new department. 
Foster & Stevens, Grand Rapids, 
Mich., surveyed the situation five 
years ago and found justification 
for a razor blade sharpening de- 
partment in their store. The ven- 
ture proved its worth, and to-day 
it is a steady and sure profit maker. 

The first step in adding a new 
line of goods is to know what the 
demand for that line is and how 
well that demand is met by other 
stores in the community. Foster & 
Stevens found many of their cus- 
tomers asking where they could get 
razor blades restored to their for- 
mer cutting keenness. Naturally, 
those inquiries prompted the man- 
agement to wonder if there was a 
money-making chance for the store 
in doing that work. A canvass of 
the local situation showed there 
was no centrally located place 
where the self-shavers could rem- 
edy the dullness of their safety 
razor blades. 

The need for a sharpening serv- 
ice was apparent; there will al- 
ways be that need until beards 
come into fashion again. Knowing 
Grand Rapids from A to Z as F. S. 


Foster & Stevens, Grand Rapids, Mich., 
Has Increased Its List of Patrons by 
Sharpening Their Safety Razor Blades 
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Stevens does, he knew the need was 
not only certain, but that no other 
hardware man was rendering the 
service the community wanted. 
This being the case, he O. K.’d the 
starting of a razor sharpening de- 
partment about five years ago. 

A woman is in charge of the de- 
partment. She is Mrs. C. A. Frees, 
and she has become an expert on 
razor blades. Her efficiency in 
handling them has won customers 
who have used this service since 
the first week the machine was 
installed. In fact, the repeat busi- 
ness is the pronounced feature of 
the department. Most of the cus- 
tomers are steady patrons. 


Out of Town Customers 


The perfection with which Mrs. 
Frees puts new shaves into old 
blades has won and kept quite a 
volume of out-of-town business. 
She regularly gets orders from as 
far east as Newark, N. J., and has 
some steady patrons in California. 
Grand Rapids is a leading furni- 
ture manufacturing city of the 
United States and draws visitors 
from all over the continent. Some 
of these visitors have had blades 
renewed by Mrs. Frees and her ma- 


chines, and have been so thoroughly 


pleased with the work that every 














few weeks they send her repeat 
orders. 

Note, if you please, the sagacity 
of putting the sharpening machine 
at the right-hand front at the en- 
trance of the store. Note also that 
the cutlery display case is in the 
immediate background. The sharp- 
ening machine draws the “my- 
own-barbers” of Grand Rapids, and 
when they are in the store the ex- 
cellent display of cutlery and ac- 
cessories is an invitation to spend 
money. And those who have not 
heard of the Foster & Stevens 
sharpening service notice the ma- 
chine immediately upon entering 
the store, and that service conse- 
quently gets some valuable adver- 
tising. 

Mrs. Frees spends her mornings 
at the machine and in the after- 
noon she is free to wait on trade. 
No absolute record of the receipts 
from sharpening blades is kept, but 
it is a certain fact that Mrs. Frees 
more than earns her salary by her 
half days at the sharpener, while 
her afternoons spent in waiting on 
customers do not cost her employ- 
ers any salary. 

The charge for sharpening single 
edge blades is 15 cents a dozen, 
while a charge of 25 cents a dozen 
is made for double-edged blades. 
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In giving a service of this kind the 
right impetus at the start, Foster 
& Stevens found that it paid to de- 
vote a liberal amount of advertis- 
ing space to explaining the service. 
In this introductory advertising a 
great deal of emphasis was placed 
on the fact that the work was guar- 
anteed. Blades were accepted with 
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the understanding that they would 
be given a perfect working edge or 
that no charge would be made. 
Sometimes the blades are too worn 
or nicked to make it possible to re- 
store them to their original keen- 
ness, and the customer is always 
tactfully advised of this situation 
should it arise. 
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After a strong advertising cam- 
paign all that is needed to keep the 
machine a profit maker is to use a 
line or two in an occasional display 
advertisement to remind the reader 
that his old blades can be given 
new shaves at the Foster & Stevens 
store. And the customers of this 
store always respond. 


The Hardware Mindhant wall His Business 


Good Judgment, Character and Carefulness Are 
Among the Principal Qualities Needed to 


Insure 





SHORT time ago while talking 
A to one of my friends in the 

retail hardware business in 
the East, I told him that in my nu- 
merous goings to and fro on the 
face of this great country of ours I 
had been much struck by the fact 
that the retail hardware dealer was 
usually a man of social consequence 
and of good repute on his native 
health; that he stood for something 
both in business and on the outside 
—for good judgment and discretion, 
for integrity of purpose, and always 
for a square deal. 

“Now, what is the reason?” I asked 
this friend of mine. “I have, my- 
self, drawn my own conclusions about 
these reasons but I know that you 
have had a long experience yourself 
and I would like to have the benefit 
of your thought about this matter.” 

Hardware a Thing of Service 

“It is very simple,” he replied. 
“You know people very much resem- 
ble their pursuits. The hardware 
business is essentially a thing of 
service. The things that you sell 
are made for service—very rarely 
for show. The saw, the chisel, the 
hatchet that the carpenter buys from 
you are the tools with which he 
makes his living. The pots and kettles 
and frying pans go into the kitchen 
on the basis of preparing food for 
the family. The locks and nails and 
door bolts for the house stand for se- 
curity and for the safety of the 
building. The bicycles and the auto- 
mobile aecessories must stand up in 
trial or else they threaten the very 
lives' of those using them—and so on 
to the end of the story. 

“It follows therefore as you know, 
and as the experience of every hard- 
ware dealer shows, that you can’t af- 
ford to sell things that are not worth 
while. You must handle articles of 
merit, of usefulness, of endurance 
and quality if you are to have per- 


Success in the 
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manent success in your business. You 
can’t sell trashy stuff—stuff that will 
not stand the test of use; flimsy 
stuff—stuff that is made for show 
rather than use, and get away with 
it for any length of time. Uncon- 
sciously you imbibe this feeling; 
since the things you handle are for 
service they must be the very best of 
the kind that you can possibly pro- 
cure. 
Reliability the Basis 


“Tf you were in business for a day, 
a week, a month, or a year or two, 
you could put over some things and 
probably get rich at it, as it is possi- 
ble to do in certain lines of business; 
but you can’t do it in hardware. You 
must at least stand in the same cate- 
gory as the articles you retail. Your 
word must be reliable and depend- 
able, and if you recommend a thing 
you, personally, have to stand back 
of it. If you sell a defective pocket 
knife, in very safety for your busi- 
ness you must take it back and give 
the man a good one. This is the 
whole atmosphere of the retail hard- 
ware store, and your customer will 
come to look at it in that light and 
in no other light. 

“Then, too, it is a thoughtful busi- 
ness. You must look ahead and you 
must base your conclusions on facts, 
not theories. You must be conscious 
too of the steady change that is go- 
ing on in the hardware line in spite 
of the fact that many of the things 
you handle are elemental and have 
not changed much in actual use even 
though slightly in appearance, for 
centuries. When automobile acces- 
sories came into vogue you had to 
study carefully the action and reac- 
tion of these new developments upon 
all horse trappings—harness, bridles, 
bits, spurs, andthe like. You can’t 
afford to have things.on your hands 
that are out of use... You must sense 
these events before they happen and 
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not afterwards when it is too late. 

“You must watch the changes in 
the various items used in the house- 
hold. You will see how the emanci- 
pation of woman brings with it the 
need and demand for labor saving 
machinery, for better goods and bet- 
ter cooking utensils and better din- 
ing room. appurtenances than have 
heretofore been the custom. You 
must understand why oil stoves, gas 
stoves, and electric cooking ranges 
are supplanting those where wood 
and coal were the fuel. You must also 
realize that table ware is a thing of 
artistic appearance now-a-days as 
well as of practical use. 

“And so unconsciously you become 
a student of human progress in all 
these things and anything that makes 
you think is apt to lead you to good 
results. 

“So, as I say, in my opinion at 
least, a man who is careless, or has 
poor judgment, or is lacking in char- 
acter or lacking in principle, simply 
cannot stay in the hardware business 
and succeed, for he is entirely out of 
his element.” 

And I marvelled greatly at what 
he had told me because it coincided 
in every way with my own conclu- 
sions developed in study extending 
over many years. 


Students Visit Hardware Store 


As part of their training the students 
of the occupation class of the Central 
High School, Erie, Pa., visited and 
studied the Palace Hardware Co. Store 
in the same city. They studied the 
method employed by this firm, delving 
deeply into the various details of con- 
ducting a successful retail hardware 
store. : 


The American Hardware Manufac- 
turers Association has moved its head- 
quarters to the Gotham National Bank 
Building, 1819 Broadway, New York 
City. 
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From Hardware Stock 


Clerk to Movie Hero 


By CHARLES DOWNES 


Douglas, did your “movie” smile 


Help you when you juggled stock? 
Or did scowling once-a-while 

Help to jog along the clock? 
Hardware clerk and “movie” king, 

Mary Pickford’s husband too! 
Gosh! there’s always some darn thing 

That you’ve done or do that’s new! 

ant. 


smiling face and acrobatic to April 25, 1903, for $5 a 

stunts are familiar to mil- week. 
lions in this country and Europe, This bit of human interest 
was once in the hardware business news, which has never before 
in New York City. He worked as a_ been published, was obtained 
stock clerk on the fourth floor of the from Edward Meyer, New 
New York office of the Russell & Er- York manager of the Russell 
win Manufacturing Co. 94 La- & Erwin Manufacturing Co. 


[  smiting FAIRBANKS, whose fayette Street, from March 9 





Douglas Fairbanks 





Follywied, 
. aad 


Nor. 18 
Hove Loch, 


Ca 
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Liwewd Meyer, 

lisnager, 

Russell & Erwin Mfg. Co. 
94 Lefayette St. 

New York, 3. Y. 


Dear ir. Leyer;- 


Your letter of recent date 
addressed to Mr. Douglas Fairbanks hés beer referred 
to me for attention as Mr, Fairbanks is very buay st 
this time finishing 8 picture. 


P I showed your letter to Mr. Fairbanks 
and he efys he 114 work for your company & couple of 
weeks about twelve years ego, just a short time before 
he went on the stege. He le?t Denver before he was 
twenty playing in stock in severél cities, plcyoi two 
seasons in Sew York in rather ameall parts, then decided 
to go beck into business, which must have tesn.the time 
he wae with you, and then returned to the stage agein 
and played in New York in numerous successes as juvenile 
lead, witil five years ago when he joined the "ovies". 


ir. Dairbanks wishes to thank you for 
your very kinf*letter and says he is sure no one in your 
organization would remember him if it depended upon his 
ability alone hardware lfnes, 


Youre very truly, 





> ‘ M ns of 
Reguiatio 
Rules wes 4 1 thorouehly 


pnave feed the 


in : 
sselt & Er ty for 
a 


the Ru the penal 


Facsimile of the Fairbanks letter. In the 
corner “Doug’s” employment card bearing his 
signature 
































Nearly three years ago a file clerk 
in Mr. Meyer’s office was looking for 
some information in the 1903 files 
and came across an employee’s record 
card bearing the signature of Doug- 
las Fairbanks... The card was shown 
to Mr. Meyer, who wrote to Fair- 
banks at Los Angeles, Cal., inform- 
ing him that the card had been found 
in the files and assuring him that the 
Russell & Erwin Manufacturing Co. 
would be proud of the fact that he 
had spent even a few weeks with it, 
should the signature prove to be his. 

The card was one of the regular 
employee record cards, and is repro- 
duced herewith. It bears the sig- 
nature of Douglas Fairbanks and an 
address,—119 West 95th Street— 
written in his handwriting. It is 
dated March 9, 1903, and states that 
he had read the rules and regulations 
of the company and understood the 
penalty for violations of the said 
rules. 

On November 17, 1919, Mr. Meyer 
received a letter from Joan Boisen, 
Fairbanks’ secretary, dated Novem- 
ber 15 at Hollywood, Cal The orig- 
inal of this letter is also reproduced 
herewith. 

“T showed your letter to Mr. Fair- 
banks,” Joan Boisen wrote, “and he 
says that he did work for your com- 
pany a couple of weeks :. «+ a? 
short time before he went on the 
stage. 

“He left Denver before he was 
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twenty, playing in stock in several 
cities, played two seasons in New 
York, in rather small parts, then de- 
cided to go back into business, which 
must have been the time he was with 
you, and then returned to the stage 
again and played in New York in 
numerous successes as juvenile lead 





Retail Hardware Association of 
Philadelphia Holds Meeting 


The Philadelphia Retail Hardware 
Association hit the trail to a flying 
start at their annual meeting in 
Green’s Hotel, on the evening of March 
16. The usual supper which preceded 
the meeting served to promote the con- 
genial spirit which always prevails 
where this organization assembles. In- 
stead of remaining at the tables, an 
innovation took place by having the 
eighty-five members present form in a 
large circle, something like an old-time 
Sunday school class. 

Ernest Johannsen, president of the 
State Association, opened the business 


meeting by expressing his deep appre-° 


ciation for the loyal support and co- 
operation of the local association. 
During his remarks he said: 

“There is no fraternity more greatly 
beneficial to the public at large than 
the hardware association. Some men 
came in as organizers because they 
could not wait for the completion of 
the organization; some came in be- 
cause of solicitation, and as a result 
there are nearly 2000 members in the 
P. A. S. H. A. We must keep up this 
progressive work so long as there is 
one good man outside the fold. It is 
our duty to go out for him for he is 
like the lost sheep. He needs our pro- 
tection as well as our good fellowship. 

“The only way to reach perfection 
in the hardware game is to play fair 
all the way through. The retail hard- 
ware man has been accused of being 
unfair in the matter of prices, but the 
accusation was made before due in- 
vestigation had been made, Afterward 
the person making this accusation re- 
canted. Hardware men have met the 
price declines, they have been fair and 
I am sure every man here has been 
willing to take his losses. Hardware 
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until five years ago when he joined 
the movies. 

“Mr. Fairbanks wishes to thank 
you,” the letter concluded, “for your 
very kind letter, and says he is sure 
no one in your organization would 
remember him if it depended upon 
his ability along hardware lines.” 

Fairbanks was born May 23, 1883, 
at Denver, Col., so at the time he 
worked in the stock room of the Rus- 
sell & Erwin Manufacturing Co. he 
was about twenty years of age. He 
worked then for $5 a week. His in- 
come to-day is said to be $1,000,000 
a year. 

This information has never before 
been published and was obtained for 
HARDWARE AGE by the writer over- 
hearing Mr. Myer mention the Fair- 
banks correspondence in conversa- 
tion at the Westchester Hardware 
Dealers’ Association banquet March 
16 at Bronxville, N. Y. If nothing 
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men in their co-ordinated work have 
successfully combatted the false 
charges. 

“IT desire to congratulate this asso- 
ciation on its wonderful progress, also 
Mr. Kaiser, who has his whole heart 
and soul in this work. It is by gath- 
erings of the kind which you have this 
evening that the best possible methods 
of transacting business are brought 
forth. It is a great pleasure and 
honor to be with you and when you 
meet me at any time come up and say 
‘How do you do?’ and it will afford me 
an additional pleasure. It is a great 
task to be the head of an organization 
such as we have and as president I 
need all your assistance to carry on the 
enormous program which has been pre- 
pared. Each man gets out of this 
association in proportion to what he 
puts in of himself.” In response Pres- 
ident Kaiser assured Mr. Johannsen 
of the loyal support of the local asso- 
ciation. 

P. J. Gallagher, of the Frank H. 
Stewart Electric Co., delivered an ad- 
dress on the wireless radio phone and 
invited those present to visit his head- 
quarters for practical demonstrations: 

The following were received into ac- 
tive membership: H. V. Yerkes, Hat- 
boro, Pa.; R. E. Benscoter, 2403 East 
Somerset Street, Philadelphia; Benja- 
min Sternberg, 106 East Main Street, 
Norristown, Pa.; I. J. Beyer, -54383 
Media Street, Philadelphia, Pa. The 
membership is approaching the 300 
mark. 

The following officers were elected to 
serve during the ensuing year by a 
unanimous vote: Harry D. Kaiser, 
president; J, G. Esmonde, first vice- 
president; Robert L. Sheppard, second 
vice-president; William F. Brown, third 
vice-president; Horace G. Goodwin, 
secretary; C. Richard Watson, treas- 
urer, 
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else, it shows that the hardware busi- 
ness is not without its human in- 
terest stories. 





Entertainment for Philadel- 
phia Paint Trade Planned 


Organization, co-operation and a get- 
together spirit are the keynote of suc- 
cess and prosperity in these days of 
big business. The first step toward a 
co-operative spirit in Philadelphia is 
to be a “get-together” night at Phila- 
delphia’s old and nationally known 
minstrel house—“Dumont’s Theater.” 

In addition to their regular show, 
the Dumont’s Minstrels have prepared 
a special act called “Fun in a Paint 
Shop,” which will run for two weeks 
for the benefit of the public. The idea 
originated with the officers and enter- 
tainment committee of the Save the 
Surface Salesmen’s Club of Pennsyl- 
vania, under whose auspices the enter- 
tainment will be given, with the night 
of Tuesday, March 28, set aside for the 
friends and families of master paint- 
ers, dealers, manufacturers and sales- 
men. On this night two prominent 
members of the paint game, Jack 
Keefe and Bill Smiley, will appear as 
comedians on the stage. 

In addition to a splendid evening of 
merriment, when all can have a chance 
to laugh together, the purpose of the 
meeting is also to bring to the atten- 
tion of the trade the common objective 
for 1922—to “Make 1922 the Greatest 
Paint and Varnish Year.” 

A special souvenir program is being 
prepared for each patron, and a bag of 
peanuts will be issued to each one sit- 
ting in the top gallery, All indications 
are that the evening will be a huge 
success from every standpoint, and the 
Save the Surface Salesmen of Pennsyl- 
vania who are instrumental in starting 
the Save the Surface Dealers’ Associa- 
tion deserve much praise and credit for 
their enterprise and progressiveness in 
putting across this combined meeting 
in a big way. 
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Featuring Seasonable Goods Up in Front 


Display Next Season’s Merchandise in a Prominent 
Place Before the Season Arrives — Examples 
of Propaganda in the Hardware Store 


EBSTER says that propa- 
W ganda is the act of spreading 

or extending a principle or 
doctrine. The word is an old one, 
but it was never brought to our at- 
tention with any great force until 
the late war. At that time every- 
thing that happened was attributed 
to propaganda. People at that time 
began to realize that it could be used 
in the accomplishment of good things 
as well as bad. 

The merchant who is a successful 
advertiser or a clever salesman is, 
in some respects, a propagandist. If 
he did not tell his story by means of 
the press or his salesmanship he 
would be considered a back number. 
In the present day, business is run 
on a much larger scale than it was in 
years gone by. That means more 
money must be handled, more cus- 
tomers must make purchases, and 
close attention must be paid to the 
efficiency of organization. The mer- 
chant who cannot maintain repeat 
business and who is not constantly 


seeking new customers is going to 
have very hard sledding, because it 
takes work and thought as well as 
ability to carry on a successful busi- 
ness to-day. 


Hardware Propaganda Examples 


The word propaganda has come to 
mean all that is not good. That is 
due to the things which have been 
accomplished with it. However, there 
is no reason why good things cannot 
be accomplished by means of its use. 
In fact there are so many good things 
brought about by proper use of it 
that we lose sight of the fact that 
it was really propaganda that was 
responsible. A scholar or a close 
student might say that there was no 
relation between sales, advertising 
and propaganda. Be that as it may, 
we do know that the successful mer- 
chant must use some method of 
spreading and extending the sale of 
good merchandise. If that isn’t good 
propaganda in your mind, you are at 
liberty to call it by any other name 





you see fit. But we will all agree 
that the modern merchant must pro- 
mote sales by some manner. 

The reputation of a merchant for 
honesty, service and good mer- 
chandise does more to advertise for 
him than anything else. He must 
keep spreading this good reputation 
if he expects to maintain his place 
in the community. People are so 
apt to forget that it is necessary to 
continually remind them of the mer- 
chandise you sell and the service you 
give. 

There is usually a desire on the 
customer’s part for merchandise, but 
it is many times inactive or passive. 
The successful merchant changes this 
inactive tendency to active desire. 
That means he is able to actually 
make his customers get up, put on 
their hats and coats and come down to 
his store. His reputation as a good 
merchant will frequently make them 
do this. More often the merchant, 
through his newspaper, circulars or 
letters, presents information about 




















The Bomar-Summers Hardware Co., Louisville, Ky., believes in being ahead of the season when it comes to displaying seasonable 
articles. Lawn mowers, refrigerators, water coolers and other hot weather necessaries are grouped together and displayed near 


the store’s entrance 
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some article that this customer has 
wanted for a long time, and as the 
thing has been so forcibly brought to 
his attention he decides to make the 
purchase without further ado. A 
dealer’s reputation and his advertis- 
ing may interest a number of cus- 
tomers, but when they actually get 
into the store he has a better oppor- 
tunity of making sales, not only for 
the present but the future as well. 


Silent Salesmen 
Get the next season’s merchandise 
up in the front of the store ahead of 
the season. Don’t wait until spring 
and green grass arrive before you 
unpack the lawn mowers. The pic- 
ture of the Bomar-Summers hard- 





New York City Dealers 
Re-elect Entire Slate 


Arthur Shimel was re-elected presi- 
dent of the Hardware and Supply Deal- 
ers’ Association of Manhattan and 
Bronx Boroughs, Inc., at the annual 
meeting of the association, March 21, 
at the New York Turn Hall, Eighty- 
fifth Street and Lexington Avenue, New 
York City. The rest of the entire 1921 
slate was also re-elected to serve dur- 
ing the ensuing year. Two past presi- 
dents and a former secretary of the 
association were the speakers of the 
evening. 

Joseph F. Gleason urged the dealers 
to devote more time and attention to 
the education of their store salesmen, 
and protested against hiring a clerk 
and turning him loose in the store with 
the expectation that he will sell hard- 
ware. Hardware’ salesmen are made by 
experience, Mr. Gleason said. He ad- 
vised: the dealers to give their clerks 
the benefit of their experience and mer- 
chandising knowledge as a means of in- 
creasing turnover, 

John M. Kohlmeier spoke on the ac- 
tivities of the Hardware and Supply 
Dealers’ Association since it was or- 
ganized and emphasized the importance 
of getting more members to attend the 
regular monthly meetings. 

H. P. Nerge, former secretary of the 
association, also spoke on the benefits 
to be derived from association work, 
and compared conditions in the hard- 
ware business to-day with those that 
existed ten and twenty years ago. 
Business conditions and business ethics, 
he declared, are better in every way to- 
day. 

Preceding the meeting a dinner was 
held which was attended by more than 
fifty dealers. Secretary C. H. Tilson 
reported that the membership of the 
association had been increased by four- 
teen new members during the past year 
and that financially the association was 
in good condition. Mr. Tilson also 
stated that five new applications for 
membership had been received during 
the evening. 

The officers who were re-elected are: 
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ware store in Louisville, Ky., gives 
some good ideas as to how this can 
be accomplished. Note the refrig- 
erators, fireless cookers, water cool- 
ers, lawn’seed and lawn mowers up 
in the front part of the store. All 
of the prospective customers coming 
into that store pass by this merchan- 
dise and the finest opportunity in the 
world is offered them for examining 
it. Even if it is too early for lawn 
mowers, there is the chance to let a 
prospective customer look over the 
line, and when it comes time to buy 
he will no doubt come back to the 
store where he saw the desired ar- 
ticles displayed. 

Notice the lawn mower rack in 


DT 


Arthur Shimel, president; Frederick 
Hepp, vice-president; Joseph Ringler, 
treasurer; C. H. Tilson, secretary. 


A Handy Display Rack 


The accompanying illustration shows 
a rack particularly adaptable to dis- 
playing household ware, although it 
































Useful display rack 


may be used to show a variety of ar- 
ticles to advantage. The interesting 
feature of this rack is that it is readily 
accessible from both sides, and by vir- 
tue of this fact is to be desired for 
displaying goods in the aisle. The rack 
may be made from odd pieces of lumber 
and costs an insignificant sum to build. 
Each shelf is supported by shelf brack- 
ets. The variety and amount of goods 
which can be shown on a device of this 
kind may be readily-seen by the illus- 
tration. 


The A. Z. Boyd Co., 126 Chambers 
Street, New York City, has taken the 
New York sales agency for the line of 
screw plates made by the Russell Mfg. 
Co., Greenfield, Mass. 
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the center of the picture. This is 
made of common galvanized pipe and 
can be made in a very short time by 
any hardware merchant. . Its partic- 
ular advantage lies in the fact that 
the mowers are always displayed sat- 
isfactorily and at the same time are 
kept out of the way. A cleat along 
the edge of the bottom will keep 
them stationary. A stand of this 
sort will save a great deal of aisle 
space and should be a boon to the 
hardware store that is crowded. This 
is only one suggestion and the men- 
tally alert merchant will undoubtedly 
evolve many others which will serve 
to feature his seasonable merchandise 
properly. 





Forbes-Babcock in Radio 
Business 


Forbes-Babcock, Inc., 4113 West 
Irving Park Boulevard, Chicago, re- 
cently incorporated with $5,000 capital 
stock, and will engage in the manufac- 
ture of radio telephone receiving sets 
complete. Factory space will probably 
be leased and equipment installed some 
time in the not too far distant future. 
The officers are Allen C. Forbes, presi- 
dent; Samuel Rubinkan, vice-president, 
and Robert S. Babcock, secretary-treas- 
urer. 


Stereo Lock Incorporates 


The Stereo Lock Mfg. Co., 417 South 
Dearborn Street, Chicago, has been in- 
corporated with $50,000 capital stock 
te manufacture automobile accessories 
and machine shop equipment. The com- 
pany has equipped a plant for its 
manufacturing operations. The officers 
are Bertram W. Coltman, president; 
Joseph E. Krass, secretary and general 
manager, and Edward J. Krass treas- 
urer. 


Death of Howard Marshall 


Howard Marshall, only son of A. E. 
Marshall, vice-president of the New 
York State Retail Hardware Associa- 
tion, was killed recently near Lyon, 
N. Y., his home city. He was walking 
along the state highway and was struck 
by a speeding auto. Miss Ruth Ennis, 
his fiancee, was with him and died 
shortly after from injuries received at 
the same time. 


F. E. Myers & Bro. Co., Ashland, 
Ohio, have designed a new set of cut 
out display cards for the use of dealers. 
handling the Myers line of pumps. 
They have also issued some new cata- 
logs and leaflets on their line, which 
give full specifications and data of in-~ 
terest to dealers and pump users. 
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Tying Up Builders’ Hardware with Other Lines 


Increased Building Operations, the Country Over 
Have Emphasized the Possgbilities of This Line 
—Following Up with Pools and Paints 





* RUSS WIN & 
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This window of the James &€ Hawkins, Inc., store at Richmond Hill, N. Y., is devoted to builders’ hardware, which the firm uses 


as an opening wedge in the selling of other lines 


UILDERS’ HARDWARE.— 
B This is one of the most active 

lines in the present market. 
Legislative action is expected to be 
concluded within another week or 
so, extending the emergency rent 
and tax exemption clauses to the 
present statutes. Plans for spring 
building are more numerous this 
year, according to reports.—Extract 
from market report in a recent issue 
of HARDWARE AGE. 

Although this clipping is taken 
from the New York section of 
the market reports, references to 
market news from other cities 
throughout the country have the 
same optimistic ring. From all sec- 
tions comes information that build- 
ing programs larger than ever be- 
fore are already in operation. In 
the larger cities big office and fac- 
tory buildings are being erected as 
well as apartment houses and 
stores. In the suburban districts 
houses of all sizes, shapes and price 
are being built. 

The town of Richmond Hill, N. Y., 
the most thickly populated area on 
Long Island outside of Brooklyn, is 
no exception. Being very acces- 
sible to New York City it is ap- 
parently a well-built-up residential 


center. Yet a survey of the district 
made by Wesley D. Cramer, man- 
ager for the retail hardware store 
operated by James & Hawkins, Inc., 
showed that new houses were being 
erected in large numbers. 


Taking Advantage of the Situation 


Needless to say James & Hawkins 
did not require much prompting to 
take advantage of the situation. 
Edward Dennick, the advertising 
manager, arranged a window set-up 
on builders’ hardware that covered 
as much as possible the assortment 
of articles carried in stock. Mr. 
Cramer got busy with a bag of 
samples and drawings and did some 
very energetic personal solicitation 
sales work. He visited builders and 
prospective home owners and 
boosted his line of builders’ hard- 
ware, suggesting at the same time 
the advisability of buying other 
hardware necessities at the store of 
James & Hawkins. 

Here is a good lead for hardware 
dealers, when campaigning for 
business on builders’ hardware. 
Remember that the firm or indi- 
vidual that requires this class of 
goods will need various tools and 
when the building is finished many 


gallons of paint will also be needed. 
Of course, when dealing with con- 
tractors, builders and carpenters a 
small discount may have to be given 
because of sales in quantity lots. 
The profits will be more numerous, 
however, and the sales overhead a 
little lower, because when you have 
your business man sold on your 
service and your goods he will be 
glad to buy entirely from you and 
be relieved of one of the many de- 
tails in connection with his busi- 
ness. 

Mr. Cramer has found that many 
people are building their own 
garages this year and has combined 
his efforts to sell builders with an 
aggressive bid for orders from peo- 
ple contemplating the erection of 
private garages. 

When selling the consumer garage 
hardware it is well to remind him 
of your stock of oils, greases, horns, 
spark plugs, tires and other acces- 
sories. Take his name and address 
and put him down as an excellent 
accessory prospect, for that is what 
you will find him. If you satisfy 
him with fittings for his garage it 
is fair to assume that he will be a 
customer of yours when buying 
other necessities for his car. 
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Realizing Profits on Tree Saving Equipment 


Pruning Saws and 
Sprayers Form 
a Profitable Line 
for Davis, Hunt 
& Collister Co. 
Cleveland, Ohio 








is a slogan of 

one of the nu- 
merous commendable 
conservation m0 v e- 
ments and tree surgery 
has become a profitable 
business in many cities 
for men who have be- 
come experts in that 
class of work. With 
fruit prices on a higher 
average level than in 
former years, farmers 
and those who special- 
ize on fruit raising are 
paying more attention 
to keeping their trees 
properly trimmed. They 
find that it pays, for 
fruit in good quality 
and good quantity can- 
not be expected unless 


ae ee the trees” 











Some Valuable 
Display 
Suggestions to 
Use in Featuring 
This Seasonal 


Line of Goods 








very particular as to 
the type they want. 
Consequently, the store 
has found is good busi- 
ness to carry a very 
complete line, so that 
the individual wishes 
of the customers may 
be satisfied. Past sales 
have proved to the store 
that pruning saws are 
an excellent seasonable 
line. 

With every year the 
necessity of tree con- 
servation becomes more 
apparent and the de- 
mand for tree saving 
equipment increases. 
The demand for mer- 
: chandise of this kind has 
never been as large as it 
should be, possibly be- 








the trees are properly 
trimmed. 

Saw makers have 
kept pace with the de- 
mand for special equipment for 
pruning trees. There was a time 
when “any old saw” was regarded as 
good enough for this purpose, but 
that day is past with the up-to-date 
fruit growers. However, there are 
doubtless a number of farmers with 
small orchards who have never seen 
a pruning saw. 

A Cleveland hardware house, the 
Davis, Hunt & Collister Co., has for 
several years done an excellent busi- 
ness in pruning saws and now that 
the season for tree pruning is here, 
this company has departed from its 
old plan of keeping these saws tucked 
away with its regular line of saw 
equipment. It has brought its prun- 
ing saws up to the front of the store 
where they occupy a conspicuous po- 
sition and where they can be seen 
by anyone entering the store. 

The saws are displayed on a 
board approximately 3 x 4 ft., which 
is set on a section of counter. They 


Pruning saws and sprayers are among the seasonal items fea- 
tured by the Davis, Hunt & Collister Co. of Cleveland. 
the way the firm attracts attention to these springtime essentials 


are hung on hooks with three or four 
of a kind being kept on one hook. 
Sales are made directly from the 
board. The stock includes seventeen 
styles of pruning saws in three dif- 
ferent makes, and aiso includes prun- 
ing hooks and shears for trimming 
grape vines and shrubbery. A label 
at the side of each style of saw shows 
the price in plain figures. The sign 
“Pruning Saws” in large letters 
above the board helps at attract at- 
tention. On the counter and floor 
beneath the board is a display of 
sprayers. Saws and sprayers are 
seasonable merchandise and sell at 
about the same time. The displays 
work well together. 

This store has found that the dis- 
play helps to sell pruning saws. It 
attracts the attention of many who 
have use for them, but who did not 
know special saws were made for 
pruning trees. Many who are famil- 
iar with pruning saws from use are 


cause the science of tree 
surgery has never re- 
ceived the attention it 
deserves, and also be- 
cause very few hardware  mer- 
chants have ever concentrated their 
sales efforts, for any length of time, 
on the general line of tree saving 
equipment. 

More importance is being attached 
to this line to-day than ever before, 
partly because of an increased de- 
mand. There is also a better realiza- 
tion that substantial profits may be 
enjoyed if these goods are properly 
handled. 

Hardware merchants are begin- 
ning to appreciate the merchandising 
value of specializing on specialties. 
Special sales and window displays 
given over wholly to some particular 
line at regular intervals has been the 
salvation of many a merchant whose 
business demanded increased turn- 
over. Special sales invariably at- 
tract customers. Focusing attention 
on one line at a time avoids any pos- 
sibility of confusion. It is direct 
and it stimulates sales. 


This is 
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EDITORIAL COMMENT 


Taking the Business to the Buyer 


JRRESENT conditions demand that the 

' business man must go out after busi- 

ness. There are a dozen good reasons 

why a retail merchant should send a salesman 

outside the store to hustle orders, for every one 

commending the idea of sitting back and waiting 

for business to come. This is a year of personal 
invitations. 

The manufacturer of any worth while product 
would soon be the possessor of idle, rusty machin- 
ery, if he refused to send out salesmen to push 
his goods against competitive lines. The big 
wholesalers would soon be back numbers if they 
called off those hustling trade missionaries who 
continually call the merchant’s attention to goods 
that should be on his shelves. 

Personal contact through outside, traveling, 
working convincing salesmen, is essential to 
manufacturers and wholesalers of hardware. 
Why cannot the retail merchant accept the hint 
implied in the systems of these great branches 
of trade. 

Too many retail merchants seem possessed of 
the belief that their personality, their store or 
their system will draw trade as a magnet draws 
steel. They seem obsessed with the conviction 
that when stock has been purchased, displayed 
and advertised, the limit of sales effort has 
been reached. A good store does attract busi- 
ness aS a magnet attracts steel—but a magnet 
weakens from constant use. It does not gain 
strength. What is true of a magnet is equally 
true of a business that depends entirely on its 
ability to attract trade. The man who walks 
cannot successfully compete with the man who 
runs. 

Too many stores do approximately the same 
amount of business each year. Check up on your 
sales, month by month; compare the figures with 
those of the same month in other years. If you 
are merely holding your own, you are really fall- 


ing behind. Duplication of sales figures is but 
a reflection of duplicated effort and duplication 
of effort is the sign board to decline. 

If your business in volume of merchandise does 
not show a gain over a period of years it is high 
time to take an inventory of your surroundings. 
If your inventory shows that your community is 
forging ahead; that its consuming power is in- 
creasing; that your competitors are growing in 
number or size while you are merely maintaining 
those excellent records of the past, then it is 
certainly high time for you to go out after busi- 
ness. 

It does not require a four-year course in sell- 
ing to equip a man to call on the prospective cus- 
tomers for fencing, poultry netting, oil stoves or 
builders’ hardware in your community. 

It does not require a special diploma for one 
of the regular selling force to make a house-to- 
house canvass on seeds and garden equipment, or 
paint and varnish this spring. It doesn’t require 
a seasoned garage hand to call on every car owner 
in your community for tool and accessories sales 
such as are made to men who like to fuss with 
their own car. 

A live man sent out to make the rounds of the 
local factories and shops will in all probability 
be told of more needs than he discovers himself. 
The extra money that comes from oil, belt lacing, 
drills, etc., that some workman tells your man 
he wants, is just as good as that which comes 
from orders sent in. There are hundreds of 
sales in every community that are waiting for 
some one to go out and pry them lose. 

The people of your trade territory are in- 
fluenced by the same factors that influence you, 
and traveling men have been taking orders from 
you so long that you would hardly know how to 
do business without them. Make your store a 
distributing center, not a mere storehouse, for 
merchandise called for. 1922 will reward mer- 
chants who go out and collect their’ own reward. 
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Radio Bug Bites Hardware Men—A Unique Bargain Ad That Will 
Stir Up Business —Concerning That Coined Word “ Re-Hardware” 


A Bully Good Word 


No. 1 (2 cols. x 5 in.) 

In this Howard ad is presented to the 
public that new word in the hard- 
ware lexicon—“Re-Hardware.” Re- 
cently, William Ludlum, ad man for 
Howard’s, Mt. Vernon, N. Y., and orig- 
inator of the word, used the verses in 
the ad in connection with his article in 
HARDWARD AGE. 

It’s time the hardware trade coined 





RE-HARDWARE 


A NEW WORD IN THE ENGLISH LANGUAGE 


“RE-HARDWARE.”""—1!. To’ install new hardware on 
doors, windows, cupboards and drawers. 2. To protect life 
and valuables with sure and safe locks. 3. To enhance decora 
tions and to increase the value of buildings. Necessity has 
added this new word to America’s vocabulary. | 


When the winders start ter rattle 
At the faintest sort ¢' breeze, 

An’ the old front door lock hesitates 

| Respondia’ ter the keys, 

| When the siidin’ door gits bumpy, 

An’ alt ketches, ketch fer fair, 


Or, per'aps, though locks are workin’ | 
With their kustomafy vim, 


‘The only way ter Ox ‘em ls to— An’ the only way ter do ft ls to~ 
“Re 


“Re 
Ware!” ame Waret™ 
Hardware connot last forever. Like the working parfs in } 
any other kind of machinery, it will wear out in time e 


answer is—"Re-Hardware’’—and the 


THE BEST PLACE TO RE-HARDWARE IS AT 


HOWARD’S 


| 44-46 SOUTH 4th AVE. MT. VERNON, 'N. Y. 
) Telephone 2060 Hillcrest 


| 


























1—In this ad newspaper readers 
told about that new word “re-hardware”’ 
—da hardware word that will be widely 


used this year 


are 


a new word. The real estate men put 
over “Realtors” and now the electrical 
contractors have come out with “Elec- 
tragists.” Hardware men can now be 
in the swim with something new. “Re- 
Hardware” would look pretty good 
used in a way resembling the Fisk tire 
trademark—in other words-——“‘Time to 
Re-Hardware.” 

Howard’s ad reproduced herewith 
gives the word a good send-off. It is 
certainly a word that captures the im- 
agination and starts one to thinking 
about what needs to be “re-hardwared” 
around the house. In our opinion, “re- 
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“THE WINCHESTER STORE” 


G. W. Walton Hardware Company’s 


STORE NEWS 


“A HARDWARE STORE SINCE 1873” 
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STORE NEWS 


Fred Engle of Industry township, 
dropped in on us February 2ist and 
left his order for a barrel of Scalea- 
cide. 





We. have reeeived very favorable re- 
ports from the Galoric Pipeless Fur- 
nace we installed in the Parsonage 
of the Conway M. E. Church. 


One of the things that made us feel 
good during the cold weather was the 
many favorable reports that drifted 
in concerning the Calorie Pipeless 
Furnaces we have installed the past 
three years. 


Themes Muschwoxk .of Industry 
township, recently bought a Two-Way 
Reversible Sulky ‘Plow from us. Mr. 
Muschwerck has been one of our cus- 
tomers for five years. 


Among recent visitors to our store 
were Robert Taylor, of The W. Bing- 
ham Co., Cleveland, O.; J. E. Bonham, 
of The Monitor Stove Co., Cincinnati, 
manufacturers of The Caloric Pipe- 
less Furnace; Mr. Mensing, of The In- 
ternational Harvester Co.; and J. R. 


Moss, of the Winchester Repeating 


Arms Co., New Haven, Conn. 


Lysle Shane completes his first year 
of service with us on April 1st. 


We were pleased to have Mrs. 


“ Schnobel back with us after an ab- 


sence of almost a year. Mrs. Schnob«!! 
who will be remembered as Miss Kom- 
-mel, came with us in September, 1917. 


The mausoleum in Beaver Cemetery 
is now heated with two of the more 
expensive type of Humphrey Radiant 
Fires. Agnew Hice and W. S. Moore 
selected the stoves at our store. 


We installed five furnaces in Free- 
dom the past season. 


Our January Special Sale of Win- 
Chester Hand Axes at 60c was a suc- 
cess. We have other special tool 
sales in view, look out for them. They 
will be bargains—every one of them. 





The Spring of the Year is 
When You Need Good 
Tools the Most 





Pick up a Winchester Hammer— 
balance it in your hand—swing it. By 
the feel you can recognize the skill 
and workmanship—it balances like a 
Winchester. You recognize that here 
is a tool that adds to the skill of the 
user. 





Winchester Planes deliver the three 
requirements of a good plane from 
the standpoint of the buyer. Ist. Rig- 
idity, which means no chattering; 2nd, 
quick, accurate adjustment, which is 
a big factor in meeting the user’s re- 
quirements; 3rd, high quality tem- 
pered cutter. which means satisfac- 
tory work. 


Winchester. Bits are accurately 
made and fast clean cutters. 


e_———_—__— 


Every chisel that carriees the Win- 
chester name is one solid piece of cru- 
cible steel from the tip of the blade 
to the socket. The bevel edge allows 
the user to cut with least resistance. 


This Winchester file is strong and 
tough, clean cut, and long wearing. 
They are forged frim high grade cru- 
cible steel. 





MEASURED 
WITH OUR RULE 


Association always has an effect. 
One of the most truthful men I ever 
knew got chummy with the biggest 
liar I ever knew, and in less than a 
year I heard the biggest lie I ever 
heard from the most truthful man. 


JUST REMEMBER 

Our Bell phone number is Beaver 
1181-R. Our Beaver County phone 
number is 6515. Call us any time we 
can be of service to you. That’s what 
our phones are for. 

In a peculiar sense Beaver is your 
town more than any other town ™ the 
Beaver Valley. Once you get ac- 
quuinted with us, we believe you will 
like trading in Beaver. Make up 
your mind right now that you are go- 
ing to buy, at least, part of your 1922 
requirements in Beaver, your County 
Seat. 


I have heard many interesting stor- 
ies, and seen many interesting sights, 
but the little tales told each evening 
at the dinner table, brought home 
from school and playground by 
George, Roberta, Dick and Ted are by 
far the sweetest and most interesting 
of any stories I have ever heard. 

Here's hoping that before the apple 
blossoms fall the contracts will have 
been let and the dirt will have begun 
to fly on both the Tuscarawas and 
River Roads leading into Beaver. 

You can usually tell what kind of 
wheels are in a man’s head by the 
kind of spokes that come out of his 
mouth.—Larrabees News. 

Ever notice how everything in this 
world is wrong for the man who is 
wrong himself. 

As a rule, he who has the most to 
say, has the least to tell you of real 
value. 

A few Humphrey Radiant Fires, 
Reznor and Ironton Gas Stoves left at 
20% off regular prices. 

The wise poultry raiser knows early 
spring chickens bring the best prices. 
Come in and let us show you a Buck- 
eye Incubator and Brooder. 
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2—The clean-cut look of Walton’s Store News is the best argument for having your 
store paper printed by a careful printer 
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Q~ 
} Westinghouse Wireless Telephone 


We are authorized dealers and have contracted for a large 
quantity of WestincHouse Wiretess TeLterHone Apparatus 
and will be prepared to serve this section of the State with a com- 
plete dine of Receiving Sets and all the necessary equipment. We 
have planned to stock apparatus that will receive messages from 
New York, Brooklyn, Philadelphia, Pittsburgh, Chicago, and 
points within a radius of 800 to 1000 miies. 

We offer the Aerio Sr. Receiving Set (which is rated for a 
radius of 150 to 200 miles) at about $95. With this set mes 
sages may be received from Rochester, Schenectady, and under 
proper conditions, from the New York district. 

For those desiring to receive from greater distances the West 








of the Literary Digest and noted the 
great range of the country’s broadcast- 
ing stations, now realize that every 
little hamlet may “tune in” on the fine 
programs provided by large city sta- 
tions. 







A Real Sale Idea 


No. 4 (8 cols. x 12 in.) 

If you are looking for an ad that will 
put “pep” into your sales, look no fur- 
ther, but tell your newspaper man to 














incnouse R. C. Receiving Outfit is the one recommended. This 
set will pick up messages from a radius of 800 to 1000 miles. 
Price about $200. 

It takes from four to six weeks to get delivery of apparatus and 
we will take orders and fill same in order received 

Within a short time we will be giving demonstrations at our 
store, to which the public is cordially invited. Write or phone 
us for information. 


o) BUCHANAN HARDWARE COMPANY 
RICHFIELD SPRINGS, N. Y. 
( S 63, “AT YOUR SERVICE” 


3—The Buchanan people make their bow 

as purveyors of radio equipment and 

their story is well told by this attractive 
small-space ad 
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hardware” will make two sales of hard- 
ware grow where only one grew before. 
We are just informed by Mr. Ludlum 
that the ad shown herewith attracted 
a great deal of attention and comment. 


Walton’s New Store Paper 


No. 2 (7% in. x 10 in.) 

Glad to welcome Store News to the 
flock of store papers sponsored by 
HARDWARE AGE. Store News begins its 
work for the G. W. Walton Hardware 
Co., Beaver, Pa., a hardware store 
founded in 1873. 

Walton’s Store News is well edited. 
A proper proportion of ads and read- 
ing matter is maintained and the paper 
has a distinctly local flavor. Note the 
column on the left devoted to store per- 
sonals. A mistake is made in both this 
column and the right-hand column—the 
items should have been separated by 
short-length rules. 

Pages 2, 3 and 4 carry ads of farm 
machinery, implements, spray outfits, 
incubators, paint, fencing, clipping 
machines, etc. In other words, the 
paper caters to the farming community. 

A column of household helps is used 
and on the editorial page, two good 
talks on store service and store policy 
are used. Store News has made a good 
start and we hope to welcome it to this 
office every month. 


The Radio Bug 


No. 3 (2 cols. x 5 in.) 

In sending us this ad, Eleanor Porter, 
advertising manager of the Buchanan 
Hardware Co., Richfield Springs, N. Y., 
jocosely remarks: “Common hardware 
interests us no longer.” In_ other 
words, the radio bug has bitten the 
Buchanan folks and he is adding more 
hardware men to his list daily. 

Folks who didn’t think radio was 
going to be big, now frankly admit they 
can’t see the limit to where it may go, 
consequently hardware men are climb- 
ing aboard the radio band wagon and 
raking in the nice profits from this class 
of business—profits which confidently 
may be expected to grow in volume 
rather than decrease. Those who 
studied the radio map in a recent issue 
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Special Bargains 
See Our Window Display 
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“follow copy” when you hand him this 
ad sent us by the Ballintine Hardware 
Co., Warsaw, N. Y. It is a real selling 
idea and one that we have often advo- 
cated in this department. You can sub- 
stitute a 10 cent panel for the 25 cent 
panel if you want to give the 5 and 10 
cent folks a jolt. Seldom have we 
seen a sale ad so attractively set-up as 
this Ballintine ad. Just see how easily 
you can read it. 


i 














What 25c Will Buy 


1 Aluminum Mountain Cake Pan 
1 Aluminum layer cake pan 
1 box 22 Short Cartridges 

6 rolls Toilet Paper - 

1 roll Paper Towels 

1 Axe Helve 

t Aluminum Spoon 

1 Galvanized Pail 

1 Wash Board 

1 package Automobile Waste 
1 Wash Basin 

1 Granite Stew Pan 

I large Crumb Brush 

1 Tin Colander 

1 Granite Cup 

1 Butcher Knife 

1 Pair Canvass Gloves 

1 package Ski Wax 

1 can Oil Soap 

1 Glass Measuring Cup 

1 pair Shoe Taps 

1 Chopping Knife 

1 Brea Toaster 

1 can Stove Pipe Enamel 





What 50c Will Buy 


1 Aluminum Sink Strainer 

1 Cast Steel Fry Pan 

1 N. P. Tumbler Holder 

1 Good Bristle Horse Brush 

Ladd & Dover Egg Beaters 

Aluminum Pie Plates 

Aluminum Cake Plates 
(round and square) 

Good Quality Butcher Knives 

Aluminum Stew Pans 

Aluminum Strainers 

Heavy Dust Pan 

Good Clothes Basket 

Aluminum Bread Pans 

Granite and Tin Dippers 

Granite Pint Measure 

Clothes Brush 

Aluminum Soup Ladel 

Aluminum Spoon 

Corn Popper 

Fancy Dishes 























What 75c Will Buy 


Aluminum Cookie Pan 
Aluminum Gem Pan 

Aluminum Stew Pans 
Aluminum Casseroles 


“Aluminum Tube Cake Dishes 


Large Glass Water Pitcher 
Cast Steel Spider 

6 quart Granite Preserving Kettle 
Earthen Tea Pot 

Pyrex Pie Plates 

Pyrex Layer Cake Plates 
Large Ladd Egg Beater 

4 Sizés Shears 

Toy Aluminum Sets 

Granite Tea Pots 

Sugar and Cream Set 

Fancy Salad Bowls 

2 quart Galvanized Oil Measure 





What $1 Will Buy 


Galvanized Wasi Tub 

Heavy Quality Clothes Basket 
Clothes Bars 

Sleeve Board 

Aluminum Kettles 

Aluminum Double Boilers 
Aluminum Percolators 
Aluminum Roasters 

Aluminum Toy Sets 

Large Tin Milk Strainer 

A Good Axe 

Glass Mixing Bowls (set of 5) 
Gem Razor 

Assortment of Gloves and Mittens 
O’Cedar Mop 

Pyrex Cake Plate 

Pyrex Open Baker 

6 quart Granite Preserving Kettles. 























Ballintine Hardware Company 
“The Store That Does Thihgs” 





NAAN Rs 


4—If you put an ad like this in your newspaper, you are certain to get a fine response. 
Nothing like showing folks how much hardware they can buy for so little money 
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Commission Taboos “Sheffield” As Hall Mark 


Regards Name As “ Generally Misleading” and Will 
Proceed Against All Manufacturers Who Use 
It on Low Grade Products 


WASHINGTON, March 27, 1922. 


["s Federal Trade Commission is 
rapidly crowding the soldiers’ 
bonus off the front page. Last 
week the commission, in deciding the 
now famous Mennen case, launched an 
attack upon the jobber which will cer- 
tainly do for the middleman—provided 
the United States Supreme Court takes 
the same view. This week, Chaiz. <n 
Gaskill and his colleagues made a revo- 
lutionary ruling with regard to plat 1 
silverware that may change the prac- 
tice of a hundred years and that fore- 
shadows many other equally important 
decrees, Incidentally the commission 
admits that it has no power to enforce 
this latest ukase. 

At the request of certain manufac- 
turers of silver plated hollow-ware, 
representing approximately 50 per cent 
of the industry, a “trade practice sub- 
mittal” was held with the Federal 
Trade Commission on Jan. 19, 1922, to 
consider the use of the word “Shef- 
field” as a descriptive trade name for 
silver plated hollow-ware. Previous no- 
tice had been given to practically every 
manufacturer of this ware in the United 
States and, either in person or by writ- 
ten communication, the expression of 
views was fairly representative of the 
industry. Commissioner Gaskill was 
assigned to conduct the submittal. 


“Trade Practice Submittal” Explained 


The “trade practice submittal” is the 
device invented by the commission to 
secure a fuller and more specific ex- 
pression of the views of a particular 


By W. L. CROUNSE 


trade or industry than could be obtained 
through replies to a questionnaire. It 
has the advantage of providing a free 
discussion of details and an opportunity 
for the commission’s experts to cross- 
examine the representatives of the 
trade. 

When the ceremony is over the com- 
mission undertakes to summarize the 
views expressed by those in attendance. 
This is usually a rather ticklish job, as 
it becomes necessary for the commis- 
sion, if it feels competent to do so, to 
state the position of the winning side. 
Naturally the losers are prepared to 
criticise any such finding of fact. 

In the case in point the commission 
holds that the consensus of opinion, as 
developed at the recent conference, was 
that the trade and the purchasing pub- 
lic “were injuriously affected by the in- 
discriminate use of the term ‘Shef- 
field’ as now being applied.” In sup- 
port of this conclusion the commission 
states that while one element in the 
trade contended for the elimination of 
the name entirely, “the remainder as- 
serted that there was no deceptive 
quality in the name itself, but that it 
was necessary to establish a standard 
or definition of quality to which the 
term should properly apply.” 


The Commission’s Findings 


The pertinent facts which were de- 
veloped at the conference are now sum- 
mari:ed by the commission in the fol- 
lowing formal finding: 

“Silver plated ware was originated in 
England in 1742. The process consisted 


of welding silver plates on both sides 
of a sheet or bar of copper, forming 
one thoroughly united mass, which was 
then rolled out and worked into the de- 
sired form. The ware produced by this 
process was properly known as ‘cop- 
per rolled plate,’ although the name 
was not used as a trade mark or des- 
ignation in the trade. The English 
method of identification consists of the 
use of registered hall marks, and 
though ‘Sheffield’ was the popular term 
for such ware, because it reached its 
highest development by the silversmiths 
of Sheffield, it was identified by these 
hall marks. The name ‘Sheffield’ was 
not marked upon the ware. This proc- 
ess first made silver plated ware avail- 
able as a substitute for solid silver- 
ware, and naturally came into a very 
general use. 

“About 1840 the invention of the 
process of electro-plating, which con- 
sists of the depositing of silver by 
means of an electric current upon a 
base metal which will conduct elec- 
tricity, entirely displaced the Sheffield 
method because of its very much low- 
ered cost. The so-called Sheffield ware 
in the course of time went out of pro- 
duction, and now is sold only in antique 
shops to special collectors at prices 
which clearly indicate the difference 
between the original Sheffield ware and 
electro-plated ware. 


Little Likelihood of. Deception 


“It was sufficiently established in the 
course of the discussion that the origi- 
nal Sheffield ware is not in actual com- 
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petition with electro-plated ware and 
there is no real probability that any 
purchaser who intends to buy original 
Sheffield ware will be deceived into ac- 
cepting modern electro-plated ware as 
an unrecognized substitute for antique 
Sheffield ware by the use of the word 
‘Sheffield’ in connection with the sale of 
electro-plated ware. Original or real 
Sheffield ware is generally sought for 
by collectors and specialists who are 
usually instructed in the difference be- 
tween the two wares. 

“The real difficulty is that the word 
‘Sheffield’ as now used in the industry 
has no real meaning, but is indiscrim- 
inately applied by manufacturers to all 
grades of silver plated ware from 
stamped steel with a thin silver coating 
up to the heaviest plating on nickel 
silver base. It appears that some man- 
ufacturers use two firm names, under 
one of which high grade ware is pro- 
duced and under the other name an 
inferior grade is sold, but both are 
marked ‘Sheffield.’ Manufacturers of 
inferior ware mark it ‘Sheffield’ at the 
request of the buyer. 


“Sheffield” Has Well Accepted Meaning 


“At the same time it is conceded that 
the word ‘Sheffield,’ as applied to sil- 
ver plated hollow-ware, does have a 
general and well accepted meaning to 
the purchasing public and that the use 
of the name makes salable, or more 
readily salable, ware which, without 
such marking, would sell slowly or not 
at all. It seems clear that to the pur- 
chasing public. the term is indicative 
of origin in Sheffield, England, and sig- 
nifies quality, not perhaps accurately 
measured, but a quality of appearance 
and durability of service, correspond- 
ing in some degree to the quality which 
characterized the original Sheffield 
ware.” 

It was explained to those who de- 
sired the commission to state and en- 
force a standard definition or meaning, 
that the commission was without power 
to do this; that it could only look to 
see whether the terms actually in use 
were deceptive to the purchasing pub- 
lic. Suggestion was made, however, 
that the trade might establish its own 
definition, which, if established in prac- 
tice, might be used as a test of im- 
proper marking so far as the trade is 
concerned. 

With the understanding that the com- 
mission reserved decision whether the 
use of the word “Sheffield” was proper 
and also whether the adoption of a 
definition by the trade would dispose 
of the existing confusion in the public 
mind, the conference adopted by a con- 
siderable majority the following defi- 
nition and pledge: 


Conference Adopts Resolutions 


“RESOLVED, that the word ‘Sheffield’ 
as a mark for silver plated hollow-ware 
means quality, and that, furthermore, 
quality is defined as meaning an article 
well plated on a base metal of nickel 
silver of not less than 10 per cent 
nickel content; and that the same may 
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have Britannia metal 
mountings. 

“The undersigned individually will 
follow this definition in the marking of 
silverware and will not either for them- 
selves or at the request of others mark 
ware which does not conform to this 
definition with the name Sheffield.” 

Although this resolution was adopted 
by a substantial majority of those 
trade representatives taking part in 
the conference, the commission now an- 
nounces that after full consideration of 
the whole matter the adoption of the 
definition embodied in the resolution 
does not dispose of the issue. 

“It seems,” says the commission, 
“that the uninstructed purchasing pub- 
ic associates the name ‘Sheffield’ with 
origin in Sheffield, England, and at- 
tributes to silver plated hollow-ware 
sold under that name a representation 
of quality not accurately measured, but 
corresponding generally to the quality 
represented in the silver plated line by 
original Sheffield plate. But the word 
as used by the manufacturers has no 
meaning at all, since it is indiscrim- 
inately applied in the trade to all 
classes and grades of silverware, from 
the cheapest and poorest to the best 
and most expensive. 


trimmings or 


“Unfair Competition” Again 


“Some manufacturers themselves 
know that the public expects to receive 
quality silverware under this name, and 
trade upon this expectation by mar- 
keting under different firm or corpo- 
rate names different grades of silver- 
ware all of which is marked ‘Sheffield.’ 
This absence of meaning in the trade in 
conjunction with what seems to be an 
accepted meaning on the part of the 
purchasing public, known in the trade 
and relied upon therein, seems to the 
commission to constitute the use of the 
word ‘Sheffield’ in connection with the 
sale of silver plated hollow-ware an 
unfair method of competition, because 
it tends to deceive and mislead the pur- 
chasing public. 

“Without attempting to express a 
conclusive judgment upon the merits of 
any particular case, the Federal Trade 
Commission in general disapproves the 
use of the word ‘Sheffield’ as a trade 
name or mark for silver plated hollow- 
ware, and will proceed in individual 
cases as they come before it upon this 
basis, with due regard to the merits 
of any particular case.” 


Commission Will Proceed 


The commission’s closing statement 
that it “in general disapproves use of 
the word ‘Sheffield’ as a trade name or 
mark” and “will proceed in individual 
eases as they come before it upon this 
basis, with due regard to the merits 
of any particular case,” will occasion 
some surprise in view of the explana- 
tion made to the conference that it is 
without power to enforce a standard 
definition or meaning. It appears, not- 
withstanding this declaimer, that the 
commission is preparing to take action 
not only against those who use the 
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word “Sheffield” improperly, but—if the 
language employed by the commission 
is to be literally construed—against 
those who use it at all. It is probable 
that before this controversy progresses 
much further the commission will de- 
cide it to be part of wisdom to adopt 
a middle ground and to insist merely 
that the word “Sheffield” shall be lim- 
ited to high-class plated ware. 

All this is interesting enough from 
any standpoint. It opens up, however, 
a tremendous vista of possibilities if 
the ‘commission decides to investigate 
the ethics of every trade practice known 
to the business world that ranks in 
importance with the use of the word 
“Sheffield” on silverware. If the com- 
mission’s new policy is to be followed 
to its logical conclusion, Chairman Gas- 
kill and his four colleagues will speed- 
ily find themselves as busy as the 
traditional one-armed paper hanger. 


Unemployment Situation Improving 


In a bulletin just issued by the 
President’s Conference on Unemploy- 
ment to mayors and chambers of com- 
merce of all cities of 20,000 population 
and over, favorable reports from widely 
scattered localities are given as an in- 
dication of improvement in business 
conditions. To show the nation-wide 
upward trend, reports are included frcem 
Asheville, N. C.; Baltimore, Md.; 
Clarksburg, W. Va.; Columbus, Ga.; 
Johnson City, Tenn.; Macon, Ga.; Bos- 
ton, Mass.; Omaha, Neb.; Passaic, N. 
J.; Sacramento, Cal., and San Francis- 
co, Cal. 

Arthur Woods, chairman of the Emer- 
gency Committee issuing the bulletin, 
adds: . 

“There is every reason to hope that 
the worst is over, and at no time has 
the situation been as bad as all indica- 
tions pointed last autumn. The gratify- 
ing response of so many municipalities 
to the appeal to their sense of com- 
munity responsibility has solved many 
a local problem, and anything which 
cities and towns can do to advance pub- 
lie projects to give even temporary 
employment will be of double advantage 
and assistance right now.” 

While the past three weeks have 
brought visible evidence of recovery, 
with many individual communities 
throughout the United States showing 
marked improvement, the officials of 
the Conference state that even if the 
peak of unemployment has been passed, 
the peak of relief work is still to be 
faced. An improvement, though of con- 
siderable magnitude, may mean little 
or nothing to dependent families for 
months to come. Experience has shown 
that the small wage-earner, is the final 
one to get back his job, and that the 
needy family is the last to feel the 
benefits of the revival of industry. 


Novel Plans to Meet Situation 


Ten novel plans for preventing un- 
employment in individual factories and 
for relieving it where it has occurred, 
have been reported to the Conference as 
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being among those which promise the 
most help during industrial depression. 
Summarized they are: 

1. Part-time work through reduced 
time or rotation of jobs. 

2. Manufacturing for stock. 

38. Making repairs and improvements 
to plant. 

4. Simplification and mass produc- 
tion. 

5. Reduction of prices to represent 
replacement values in terms of efficient 
production and distribution costs, plus 
a reasonable profit. 

6. Wider tolerances in order to per- 
mit price reduction. 

7.—Local community 
to keep men busy. 

8. The use of factory employment 
departments to obtain for their em- 
ployes outside work or work in neigh- 
boring communities. 

9. Distribution of aid by factory 
benefit societies. 

10. Estimating and planning pro- 
duction far in advance to secure uniform 
production and employment, 

These are only skeleton outlines of 
courses of action taken to overcome lo- 
cal unemployment conditions, but they 
have proved most successful in some 
of the biggest concerns in the country. 


improvements 


Advertising Reduces Unemployment 

Advertising during periods of les- 
sened demand has proved to be one of 
the chief means of reducing seasonal 
unemployment. Hundreds of thousands 
of men are laid off annually in the vari- 
ous trades because the sale of goods 
which they produce is limited to certain 
months. 

Inquiries have brought to light, for 
example, that one New York company 
which does a large business in dried 
fruits, by advertising to the consumer, 
has lengthened the season for eating 
its products. 
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SOUTHERN HARDWARE JOBBERS ASSO- 
CIATION CONVENTION, New Orleans, La., 
April 18, 19, 20, 21, 1922. Headquar- 
ters, St. Charles Hotel. John Donnan, 
secretary-treasurer, Richmond, Va. 

AMERICAN HARDWARE MANUFACTUR- 
ERS’ ASSOCIATION, New Orleans, La., 
April 19, 20, 21, 1922. Headquarters, 
St. Charles Hotel. F. D. Mitchell, 
secretary-treasurer, 4106 Woolworth 
Building, New York City. 

PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., May 8, 9,1922. C. L. Thomp- 
son, secretary, Canyon, Tex. 

SOUTHEASTERN RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION, composed of 
Alabama, Florida, Georgia and Ten- 
nessee. Convention and Exhibition, 
Chattanooga, Tenn., May 9, 10, 11, 12, 
1922. Walter Harlan, secretary, 460 
St. James Building, Jacksonville, Fla. 

CAROLINAS HARDWARE ASSOCIATION 
CONVENTION, Winston-Salem, May 17, 
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A Cleveland firm manufacturing 
men’s clothing, in which the styles fluc- 
tuate by seasons, has kept up continu- 
cus production by standardizing its 
products and advertising inducements to 
retailers for accepting deliveries over 
an extended period, instead of only at 
the opening of the season. 

Another Ohio corporation which 
makes women’s clothing has achieved 
the same results. It makes models 
according to carefully laid plans, and 
by means of advertising has inspired 
retailers with confidence in its judg- 
ment as to the goods and the seasonal 
demand for them. 

A Rochester men’s clothing factory 
fills in dull periods between seasons by 
making a stock of conservative models 
and advertising mid-season sales at 
prices which cover overhead but leave 
no profit. 


Stabilizing by Seasonal Price Cutting 


Pennsylvania manufacturers of glass, 
formerly a very intermittent industry, 
have stabilized considerably by lower- 
ing prices of goods ordered at certain 
seasons and advertising this reduction. 
Customers have taken advantage of this 
cut, thus spreading work over the en- 
tire year and enabling the makers to 
keep on their employees. 

In Brooklyn a shoe corporation em- 
ploying thousands now advertises 
throughout the year, instead of only 
in season, and has induced its custom- 
ers to co-operate by placing orders 
when the firm most needs them. They 
also advertise a staple shoe not sub- 
ject to a seasonal demand, which helps 
the retailers as well. 

Altogether the President’s conference 
is greatly encouraged by the evidence 
of American resourcefulness in seeking 
to reduce nation-wide joblessness. It 
is confidently predicted that another 
sixty days will see the end of unem- 
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ployment so far as it can be called a 
national emergency. 


Good Business Under Export Trade Act 


Approximately fifty associations op- 
erating under the Webb-Pomerene law, 
otherwise known as the Export Trade 
Act, have recently filed annual reports 
with the Federal Trade Commission, 
and a number of new associations are 
in process of organization. 

Planned and passed before the ar- 
mistice was in sight, the Export Trade 
Act was among the first of the Federal 
laws looking toward the stabilization of 
American trade in the after-war period. 
Its primary purpose was to facilitate 
the movement of American goods to 
foreign markets, to serve as an encour- 
agement to exporters and to enable 
them to compete successfully in foreign 
markets with buying and selling com- 
binations of other countries. 

The advantages of co-operation under 
the act grow more and more apparent 
as the details of operation are perfected. 
Substantial reduction of overhead has 
been accomplished through joint adver- 
tising and selling and the pooling of 
administrative expense. Exclusive rep- 
resentation aboard is an important as- 
set, formerly not so readily attainable 
by the smaller export houses. 


Exports Near Quarter Billion Mark 


These and other advantages afforded 
by the act are of especial value in this 
period of readjustment. Although fig- 
ures have not all been received for the 
volume of exportation under the act 
during 1921, the total volume exported 
by the associations in 1920 was esti- 
mated at $221,000,000; and it is un- 
doubtedly true that without such a com- 
bination only a small percentage of that 
amount could have been shipped by the 
member concerns represented. 
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18, 19, 20, 1922. T. W. Dixon, secre- 
tary, Charlotte, N. C. 

AMERICAN JRON, STEEL AND HEAVY 
HARDWARE ASSOCIATION CONVENTION, 
Washington, D. C., May 23, 24, 25, 1922. 
Headquarters, Hotel Washington. A 
H. Chamberlain, secretary-treasurer, 
Marbridge Building, Thirty-fourth 
Street and Broadway, New York City. 

MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION at Fair Grounds, Jack- 
son, May 24, 25, 26, 1922. Headquar- 
ters, Heidelburg Hotel. E. R. Gross, 
secretary, Agricultural College. 

OLD GUARD SOUTHERN HARDWARE 
SALESMEN’S ASSOCIATION CONVENTION, 
St. Charles Hotel, New Orleans, La., 
April 19, 1922. R. P. Boyd, secretary- 
treasurer, Knoxville, Tenn. 

LOUISIANA RETAIL HARDWARE & IM- 
PLEMENT ASSOCIATION CONVENTION, 
New Orleans, May 22, 23, 24, 1922. R. 
D. Nibert, secretary, Bunkie. 


NATIONAL RETAIL HARDWARE ASSOCI- 
ATION CONVENTION, Chicago, Ill., June 
19, 20, 21, 22, 23, 1922. Headquarters, 
Hotel Sherman. Herbert P. Sheets, 
secretary-treasurer, Argos, Ind. 


New YorkK STATE RETAIL HARDWARE 
ASSOCIATION CONVENTION AND ExPOsI- 
TION, Rochester, Feb. 20, 21, 22, 23, 
1923. Headquarters, Powers Hotel. 
Sessions and Exposition at Exposition 
Park. John B. Foley, secretary, City 
Bank Building, Syracuse, N. Y. 


NEw ENGLAND HARDWARE DEALERS’ 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics’ Building, Boston, 
Mass., Feb. 21, 22, 23, 1923. George A. 
Fiel, secretary, 10 High Street, Boston, 
Mass. 


ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITICN, 
Hotel Sherman, Chicago, Feb. 13, 14, 15, 
1923. L. D. Nish, secretary-treasurer, 
Elgin, Il. 
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Chandler & 


Farquhar Holds 


Interesting 


Exhibit 





Boston Firm Features Practical — 
and Instructive Demonstrations 
of Manufacturers’ Products Dur- 


ing Week of March 13-18 
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URING the week of March 13 to 
D 18, the Chandler & Farquhar Co,. 

82-38 Federal Street, Boston, held 
an exposition. The primary purpose of 
this exposition was to provide an easy 
and direct opportunity for those in- 
terested to witness practical and in- 
structive demonstrations by manufac- 
turers of tools and supplies. It was in- 
tended as a piece of intensive merchan- 
dising. In addition to the foregoing it 
was intended as a step forward in 
bringing business in the particular lines 
displayed back to a normal basis. 
Planned and carried out, it was some- 
thing entirely different than ever be- 
fore attempted by a retail and jobbing 
hardware interest. Naturally it at- 
tracted wide attention in and outside 
New England. 

The manufacturing interests partici- 
pating were interested from the sales 
viewpoint. New England firms compet- 
ing with the Chandler & Farquhar Co. 
were interested from the merchandis- 
ing standpoint, and firms occupying 
positions similar to the Chandler & 
Farquhar Co. outside New England in 
their respective localities also were in- 
terested in the merchandising value of 
the plan. Various Chambers of Com- 
merce thought well enough of the idea 
to send representatives to investigate. 
Bankers were interested from a broad 
business viewpoint. Machinists, master 
mechanics, machine shop and garage 
owners, executives of mills, factories 
and large manufacturing plants, rail- 
road and municipal departmental heads, 
and supervisors of trade and vocational 
schools all expressed enough interest in 
the exposition and what it offered to 
attending in person. 

Twenty-six manufacturers con- 
tributed to the exposition. Following 
is a list, the men who represented them, 
and the merchandise demonstrated: 

American Swiss File & Tool Co., 
files, P. Schaeffer. 

Armstrong Bros. Tool Co., lathe 
tool holders, M. P. Morse. 

Billings & Spencer Co., wrenches, 
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Some of those who attended the Chandler & Farquhar banquet on March 16 
J 1 


lathe dogs and clamps, E. F. Mc- 
Donald. 

Boston Gear Works, gears, E. B. 
Bryant. 

Brown & Sharpe Mfg. Co., cutters 
and fine tools, J. B. Sedgwick. 

Chadwick & Trefethen, genuine 
Critchley reamers, E. T. Trefethen. 

Clipper Belt Lacer Co., belt laces, 
Frank G. Kall. 

Fibre Finishing Co., vellumoid 
sheet packing, W. W. Webster and 
C. S. Livingstone. 

Holbrook Raw Hide Co., Walter V. 


Wynne. 

Jacobs Mfg. Co., drill chucks, 
Joseph H. Hazley. 

Lumen Bearing Co., machine 


bronze, M. B. Patch and P. J. Hoef- 
fler. 

Lunkenheimer Co., brass engine 
supplies, W. W. Beal and Oliver T. 
Gang. 

Millers Falls Co., tools and bits, 
H. M. Chatterton and E. L. An- 
derson. 

Minnesota Mining & Mfg. Co., 
Three M-ite cloth and utility rolls, 
Arthur E. O’Brien. 

Morse Twist Drill & Machine Co., 
drills and reamers, Robert Martin. 

Nicholson File Co., files and rasps, 
George P. Collerd, Wallace L. Pond 
and I. S. Ripley. 

Norton Co., grinding wheels, R. P. 
Capron and John S. Rose. 

Pike Mfg. Co., sharpening stones, 
R. A. Shaw. 

Prentiss Vise Co., vises, Ralph L. 
Beck. 

Skinner Chuck Co., lathe chucks, 


Robert B. Skinner and A. E. Thorn- 
ton. 

L. S. Starrett Co., hack saws and 
fine tools, Carlton S. Phillips and 
Harry E. Masters. 

Toledo Pipe Threading Machine 
Co., pipe threading devices, Clarence 
A. Popp and F. D. Stuart. 

Trimount Mfg. Co., wrenches, L. 
M. Gill and Mr. Joslyn. 

Tuck Mfg. Co., screw drivers and 
shoe knives, F. P. Newton. 

Wahlstrom Tool Co., quick acting 
drill chucks and tapping devices, 
Charles N. Gregory. 

Yale & Towne Mfg. Co., chain 
blocks, C. B. Veit and H. J. Fuller. 


Sales managers and officers of the 
various manufacturers visited the ex- 
position during the week. Cleveland 
was the furtherest point west that was 
represented, Harry Ruhf, Cleveland, 
Tool & Supply Co., spending several 
days studying the exposition and its 
results. 

The exposition was held in the main 
store of the Chandler & Farquhar 
Co., which covers 3300 sq. ft., floor 
space. In its arrangement there was 
no disruption of the general layout of 
counters, etc., each exhibit being con- 
fined to that particular section of the 
store where the goods were carried in 
stock. Incidentally, it is interesting to 
note that the firm’s regular business 
went on as usual during the exposition. 
Customers therefore were given the 
benefit of demonstration and instruc- 
tion. 

A color scheme of blue and orange 
was carried out in decorations and 
signs gave the impression of much 
larger manufacturing expositions that 
have been held in various sections of 
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The Yale € Towne Manufacturing Co. featured a wide range of its products, as may 
be seen by this illustration 


the country under the auspices of manu- 
facturing associations. Display win- 
dows were stripped of merchandise. 
Blue and orange cloth formed the 
background for neatly executed invita- 
tions on large cards to attend the ex- 
position. Inside the store, in align- 
ment, were four rows of orange and 


blue signs suspended from the ceiling 
over the various exhibits. 

The visitor encountered an exhibit on 
his right immediately upon entering the 
store. From this he passed down an 
aisle on the right, across the back of the 
store and up another aisle on the other 
side to the front door, the exhibits being 
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arranged on both sides of the aisles. In 
connection with the exposition every 
visitor was asked to write a construc- 
tive letter of criticism, after inspection, 
and an offer of $10 was made by the 
firm for each of these letters printed 
in subsequent editions of the company’s 
trade paper, the Chan-Farco Beacon. 

The Chandler & Farquhar Co. pulled 
in all salesmen from the road for the 
purpose of meeting their customers at 
the exposition, and that they might 
benefit from the instruction given by 
representatives of the twenty-six man- 
ufacturers. 

In connection with the exposition the 
company held a get-together dinner on 
the evening of March 16 which was 
prepared and served by members of 
the Chandler & Farquhar Associates. 
Representatives of the exhibiting manu- 
facturers, sales managers and visiting 
competitors were invited. 

During this get-together dinner the 
Chandler & Farquhar Associates pre- 
sented a beautiful lamp to Mr. Far- 
quhar as a token of their esteem and 
in recognition of his forty years as- 
sociation with the firm. 

The essence of the Chandler & Far- 
quhar Co. effort is found in a statement 
by Mr. Ruhf, of Cleveland, who said 
in part: “We probably will try this 
same thing out in Cleveland. A large 
part of the manufacturers’ products 
represented at this exposition are dis- 
tributed throughout the Middle West, 
and I feel, as do Mr. Chandler and Mr. 
Farquhar, that a great step forward in 
the interest of a return of business 
prosperity can be had by a close co- 
operation of the hardware man and the 
manufacturer of tools and supplies. 


Here is a corner of the Chandler & Farquhar Co. exposition showing a number of manufacturers’ exhibits 
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Office of HARDWARE AGE, 
239 West 39th Street, 
New York, March 27. 

ONTINUED cold weather has 
(CU mee it impossible for building 

contractors, farmers and private 
gardeners to do any digging. This has 
been reflected in the local hardware 
market by slightly retarded buying of 
garden tools and farm implements. Lo- 
cal jobbers say that the condition will 
only be temporary regardless of the 
weather. This year many dealers 
started to buy this class of goods 
earlier than usual prompted by con- 
sumer inquiry and orders. 

There is every reason to believe that 
when the sun shines and the ground 
softens there will be a quick return of 
business for all spring goods. It must 
not be thought that business has taken 
an actual slump in this line—it has not. 
The retarded business in digging equip- 
ment was noticeable, and that is why 
wholesalers in this district have called 
attention to the continued cold weather 
and its effect. 

The collection situation is slightly 
relieved, though in some quarters pay- 
ments are scarce and far between. 

Generally speaking, the tone of the 
New York hardware market is de- 
cidedly cheerful. Wholesalers seem to 
be putting in large and varied stocks of 
spring necessities so that as the dealers 
increase their orders and wish more 
speed on deliveries, the jobbers will be 
im a position to serve them. 

Retail dealers are speaking enthusi- 
astically of the business they have done 
for the first part of the year. The 
sales volume for 1922 is higher than 
for 1921. The amount of money in- 
volved, of course, cannot be expected to 
be as high when one considers the nu- 
merous and drastic reductions that have 
taken place. 

Good spring business is expected 
from all accounts, and it is thought the 
next few months will show some inter- 
esting improvement over the past three. 
The flood of price revisions seems to 
have slowed up considerably. Most 
changes of the present day are in the 
way of adjustments on_ incidental 
items. 

Jobbers announce the following an- 
nouncements from manufacturers: 


E. C. Tectoni, Racine, Wis., has re- 


duced prices on tank lugs 124 per cent. 
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Tubular Rivet & Stud Co., Boston, 
Mass., has reduced list prices on clinch 
rivets, solid sizes in cartons, 6 cents 
per carton. 


The American Steel Scraper Co., 
Sidney, Ohio, reduced the prices on 
steel wheelbarrows from 5 to 15 per 
cent, according to size and style. 

Clendening Bros., Baltimore, Md., 
have made a half cent reduction on 
soldering irons. 

Landers, Frary & Clark, New Bri- 
tain, Conn., have made readjustments 
on the prices on Universal vacuum 
models, said to range from 5 to 10 per 
cent lower than previous prices. 

Jobbers announce the following price 
revisions: 

Cotton duck declined 5 per cent. 

Wrecking bars have declined 10 per 
cent. 

Some brands of sash cord have de- 
clined 2 per cent. 

Iron and brass screws have advanced 
about 10 per cent. 

Boy Scout Axes are $12 per doz. net. 

Clothes line wire No. 3 x 100 ft., $5.60 
per doz. Same No. 18 x 100 ft., $3.30 
per doz. 

Phoenix sash cord, base price No. 8, 
32 cents per lb. 

Automobile Accessories.—All along 
the line comes the story of improved 
conditions in the accessory depart- 
ments of local retail hardware stores. 
Although the weather has been of an 
even cold temperature, most of the lo- 
cal roads are open to traffic, and there 
are many cars, both for business and 
touring, to be seen on the highways and 
byways. There is rumor of price ad- 
vances on tires, somewhere between the 
1st and the 15th of April. 

Bolts and Nuts.—Jobbers’ stocks ap- 
pear to be in good condition and prices 
are fairly steady. Dealers are buying 
good varieties and small lots. 

Jobbers’ quotations, f.o.b. New York: 


Square nuts, No. 50, per lb., 4 in., 19c.; 
fr in., 18c.; % in., 16c.; ¥ in., 15c.; % in., 
13c.; 5% in., 12c., and % in., 11c. 


Common carriage bolts, % by 
smaller, 60 per cent; longer and Ricker™ 60 
per cent. 

Machine bolts, % by 4 and smaller, 60, 10 
and 5 per cent; larger and thicker, 60, 10 
and 5 per cent. 

Semi-finished hexagon nuts, * and 
smaller, 80 to 80-10 per cent; larger and 
thicker, 75 per cent. 

Tinners’ rivets, 60 per cent. 


Hexagon machine screw nuts, iron, new 





list 50 and 10 per cent; brass, 4/32-14/20, 
75, 10 and 5 per cent, gr a 

Lock washers, 50 per ce 

Toggle bolts, steel, bricht ‘finish, 60 per 


cent. 
_Iron rivets, 60 per cent; solid copper 
rivets, 40 per cent. 


Stove bolts, 80, 10 to 80, 10, 10 per cent. 
Lag screws, 65 per cent to 65 and 10 per 
cent. 


Builders’ Hardware.—There is every 
evidence of further increases in the de- 
mand for builders’ hardware. This 
line may truthfully be considered one 
of the most active departments in the 
hardware business. Both jobbers and 
dealers report large orders for a wide 
variety of goods. Building programs 
assume larger proportions daily, and in- 
creased sales of builders’ hardware are 
sure to follow. 


Jobbers’ quotations, f.o.b. New York: 

Cylinder front door sets, wrought bronze 
metal, escutcheons 10% x 2% in., inside 
7 x 24% in., three paracentric keys, dull 
brass finish, $6.25 each. Antique copper, 
$6.25 each. Bit key front door sets, —— 
bronze metal, escutcheons 10% x 2% in., 
swivel spindle, three nickel keys, dull brass 
finish or antique copper finish, $2.40 each. 
Mortise lock sets, wrought steel, escut- 
cheons, 7 x 24% in., knobs 2% in., one set In 
a box, finish dull drass or antique copper, 
$7 per doz. Case lots, 5 doz., $5.90. Co- 
lonial sectional handle set for residence 
front door, wrought bronze metal, outside 
handle and cylinder inside knob and escut- 
cheon with turn knob lock, 5% x 3% in., 
dull brass finish, $7.50 each. Bathroom 
sets, operated by thumb knob, nickel 
plated, steel knob and escutcheon, 80c. per 
set. Bronze knob and escutcheon, $1.25 per 
set. Glass knob, bronze escutcheon, $1.90 
per set. 

Glass push plate for swinging doors, 
3 x 12 in. bevel edges, square corners, bored 
for screws, $3.75 per doz. Wrought —— 
push plates, round corners, 2% x 
dull brass or antique copper finish, $1. "63 
per doz. 


Store door handles, wrought steel, plate 


3 x 12 in., dull brass or antique copper, 
2.25 per set. 
Same, with plates 3% x 14% in. and 


handle for each side of door, same finishes, 
$2.85 per set. 
Upright rim locks, cast iron, 4 x 3% in., 
escutcheon and screws, $1.87 per doz. 
Casement fasts, cast iron dull brass mor- 
tise stripe, right or left hand, 1 x 1% in., 
$1.35 per doz. 


Cultivators.—With the improvement 
of the weather will come better busi- 
ness for this and other garden tool 
lines. It is impossible to use a culti- 
vator at present. Prices are firm. 


Jobbers’ quotations, f.o.b. Néw York: 

Cultivator, 3 forged steel prongs, can be 
used as a hoe, welder, etc., 4-ft. ash han- 
dle $6.78 per doz. net. Same, with wheel 
Plow attachment, detachable handle, 5 
forged steel prongs, 4%-ft. ash handle, 
$9.08 per doz. net. Cultivator, with ad- 
justable steel parts, 4 teeth, cold pressed, 
malleable iron socket, polished hardwood 
handle, 4 ft. long, $9.08 per doz. net. Gar- 
den cultivator, 18-in. wheel, with 1\4-in. 
tire, consists of mold-board, sweep, rever- 
sible bull tongue rake and wrench, $2 each 
net. Garden cultivator, 24-in. wheel, % 
x \% in. rim cultivator, sweep, reversible 
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shovel, 1% x 3% x 11-in. rake and wrench, 
$2.35 each net. 


Grass Hooks.—Business in grass 
hooks is mostly a matter of inquiry, 
but there are some fair sized orders 
being received. Prices are said to pe 
firm. 


Jobbers’ quotations, f.o.b. Néw York: 

Grass Hooks, Little Giant, $5.35 per doz. 
Village Blacksmith, $5.65 per doz. Lighten- 
ing, $4.50 per doz. English Plain Back, 
No. 2, $5.70 per doz. English Plain Back, 
No. 3, $6.10 per doz. English Riveted Back, 
No. 3, $7.70 per doz. 


Hose Clamps and Couplings.—The 
demand for this line is on the increase, 
though prices are steady, and stocks 
ample. 


Jobbers’ quotations, f.o.b. New York: 

Brass hose clamps, for %%-in. hose, 42c, 
per doz. Steel hose clamps, for %-in. hose, 
37c. per doz. Clinching hose couplings for 
5g-in. hose, $2.65 per doz. Wrought brass 
hose couplings for %%-in. hose, $1.45 per 
doz. For -in. hose, $1.45 per doz. For 
%-in. hose, $1.45 per doz. 


Hose Reels.—This line is also show- 
ing increased demand with ample 
stocks and steady prices. 


Jobbers’ quotations, f.o.b. New York: 

Hose reels, all metal with channel steel 
frame, cast iron wheels, 9-in. corrugated 
steel drum, steel arms, enameled green and 
black, capacity 100 ft., %-in. hose, $25.25 
per doz. net. Same with steel rope, elec- 
trically welded together, japanned, galvan- 
ized steel drum, diameter of wheel 21% 
in., length of handle 28 in., capacity 100 ft. 
of garden hose, $30 per doz. net. Same, 
all metal tubular frame, corrugated, gal- 
vanized steel drum, tubular steel wheels, 
enameled green, height of reel 21 in., ca- 
pacity 100 ft., $42 per doz. net. Same, with 
height of reel 24 in., 100 ft. capacity, $48 
per doz. net. 


Lawn Mowers.—It is said by a local 
jobber this week that the lawn mower 
business ought to be very good this 
year because the prices quoted are 
more reasonable. He further said, in 
his.opinion, last year’s quotations were 
considered excessively high by many 
consumers who did not buy, but will 
this year. This seems worth remem- 
bering. 

Jobbers’ quotations, f.o.b. New York: 

Lawn mowers, 3 blades, adjustable bear- 
ings, 8-in. side wheel, finished in pea green, 
gold striped, 10-in., $5 each net; 12-in., $5 
each net; 14-in., $5.30 each net; 16-in., $5.60 
each net; 18-in., $5.95 each net. Ball bear- 
ing lawn mower, 3 blade, adjustable bear- 
ings, 18-in. drive wheel, finished in gold, 
aluminum and blue, 12- in., $6.35 each net; 
14-in., $6.70 each net; 16-in., $7.05 each net; 
10%- in. raised open -drive wheel, 4 tem- 
pered steel blades, reel 6-in. diameter, fin- 
ished in aluminum, gold and green, red and 
gold striped, $9.25 each net. Same, 16-in., 


$9.75 each net; same, 18-in., $10.25 each 
net; 20-in., $10.85 each net. 
Grass catchers, wire frame, adjustable 


heavy iron bottom, white duck, for mowers 
12 to 16-in., $10.53 per doz. net. Same for 
mowers, 16 to 20-in., $13.13 per doz. net. 


Linseed Oil.—Buying of linseed oil 
is for small quantities in the local mar- 
ket. It is thought that many consum- 
ers have sufficient oil on hand for the 
present. Prevailing quotations follow: 

Prices to retailers, f.o.b. New York: 


Linseed oil, in carlots, 79 to 81 cents 
per gallon, in less than carlots but more 


than 5 bbl. lots 83 to 85 cents per gallon, 
in single barrel lots 86 to 88 cents 
per gallon. Boiled oil is 2 cents extra per 


gallon, double boiled oil is 3 cents extra per 
gallon. Oil in half barrel lots is five cents 
extra per gallon. 


Nails—Varying quotations charac- 
terize the local nail market. Buying 
has not increased much, and is still for 
small lots. 


Jobbers’ quotations, f.o.b. New York: 
Wire nails, A - to $3.25 base, per keg. 
Cut nails 5 base, per keg. Coated 
nails, $3 to $3. 15 Caan per keg. Wire nails 
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and brads, in small lots, 75 to 10 per cent 
off list. 
Roofing nails, per 100 lb., $7.25 for gal- 
— and $5.25 plain—this applies to 
x ° 


Pruning Shears.—Jobbers report im- 
provements on this line, with notice- 
able increases in dealers’ demands. 
Prices are firm, and stocks ample. 

Jobbers’ quotations, f.o.b. New York: 

Pruning shears, cast iron, steel blades, 
coppered wired coil spring, $4.65 per doz. 
net. Same, with malleable handle, flat 
springs, $8 per doz. California pattern, 
9-in size, $8 per doz. Same nickel plated, 
$14.70 per doz. Ladies’ model, nickel plated 
shears, $13.40 per doz. 

Poultry Netting Staples.—Reports 
indicate a good demand for this line, 
as many people are repairing their 
chicken coops. 


Jobbers’ quotations, f.o.b. New York: 

Poultry netting staples, 10 lb. boxes, 
per lb. In 100 lb. kegs, $6.75 per keg. 

Rope and Twine.—The slightly in- 
creased activity in this market men- 
tioned last week has had no further de- 
velopment. Price tendencies appear 
fairly well balanced. 


Jobbers’- quotations, f.o.b. New York: 

Manila rope, No. 1 grade, 18c. to 19%c. 
per lb. Hardware grade, 16c. per lb. Sisal, 
No. 1 grade, 15c. per Ib.; sisal, No. 2 grade, 
13c. per Ib. Bolt rope, 20c. to 22c. per ib. 

Lath yarn, 13c. to 15c. per lb. Jute wrap- 
ping twine, 20%c. to 25%c. per lb., India 
Hemp twine, No. 6, 16c. to 18c. per lb. 


Screens and Screen Doors.—With the 
prospects of warm weather in a few 
weeks, there is much interest being 
shown in screens and screen doors. 


Jobbers’ prices f.o.b. New York: 
Continental screens No. 1833, $5.05 per 


‘te. 





doz.; 2233, $5.80 per doz.; 2433, $6.20 per 
doz.; 2833, $7.20 per doz.; 2837, $7.65 per 
doz.; 3033, $7.50 per doz. 


Competitor screens, No. 1, $4.30 per na 
2, $4.80 per doz.; 3, $5.80 per doz.; 4, $6.2 
per doz. 


All metal screens, No. 15, $5.40; No. 18, 
$6; No. 24, $7.05; No. 39, $9.55. 
Screen doors—Continental, 2/6 x fi 


No. 241, $18.14; No. 281, $19. 305, No. 288 G, 
$24.60; No. 314, $27.50; No. 457 G » $22. és all 
per dozen. 


Screws.—There has been an advance 
in price of wood screws, as will be no- 
ticed by the quotations given by local 
jobbers. 


Jobbers’ quotations, f.o.b. New York: 

Wood screws, iron bright, flat heads, 
82%, per cent; iron bright, round and oval 
head, 80 per cent; iron blued, flat head, 
(add 5 per cent to a net amount of in- 
voice) 82% per cent; iron blued, round 
head, 80 per cent; brass flat head, 77% 
per cent; brass round and oval head, 75 
per cent. Extra discount quoted by local 
jobbers is 20 per cent. 


Screen Cloth—lIt is expected that 
there will be a good demand for screen 
cloth as the season develops. Some of 
the local jobbers report that dealers 
are asking for early delivery. Prices 
are steady. 


Jobbers’ quotations, f.o.b. New York: 

Black screen cloth, 12 mesh, $2.15 per 100 
sq. ft. net. 

Screen cloth of white satin finish and 
double zinc coated after weaving, 12 mesh, 
$2.64 per 200 4. ft. Same 13 mesh, $4.40 
per 100 sq. 

Bright tae screen cloth with cop- 
per selvage, 12 mesh, $4.25, per 100 sq. ft; 
14 mesh, $4.50; 13 mesh extra heavy, $5.75. 

Spading Forks.—This line is fairly 
active, with firm prices. 


Jobbers’ quotations, f.o.b. New York: 

Spading forks, 11-in. angular tines, steer 
cap ferrules, 5 tines, wood D handle, bronze 
finish, $21.40 per doz. net. Same, 5 tines, 
malleable D handle, bronze finish, strap 
ferrule, $19.20 per doz. net. Same, 4 tines, 
4%4-ft. handle, bronze finish strap ferrule, 
$12.15 per doz. net. 


Sprinklers.—There have been no new 
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developments in this line, and prices re- 
main unchanged. 

Jobbers’ quotations, f.o.b. New York: 

gre ong sprinklers, 4-qt., $6.35; 6-qt., 
$7.3 8-q $8. 10-qt., 9.35; 12-qt., 
310. é: 16, a. $13. 45; all per doz. net. 

Tar and Sheathing Papers.—Interest 
for this line is fairly good, new prices 
of two weeks ago stimulated a little 
added interest reflected in buying. 

Jobbers’ quotations, f.o.b. New York: 

ae felt, No. 3 standard roll, $1.40 per 
Ter. ~ 

Red sheathing paper, 36 in. wide, 500 


sq. ft. in a roll, 25 lb. roll, 50c. per roll, 
and 30 Ib. roll, 75c. per roll. 

Trowels.—This line is receiving in- 
creased interest. Prices are steady and 
stocks fairly large. 

Jobbers’ quotations, f.o.b. New York: 

Ladies flower trowel, heavy one-piece 
steel blade, 5%4-in., half polished and enam- 
eled maroon, stained handle, 85c. per doz. 
net. Garden trowel, 6-in. tinned steel 
blade, black enameled handle, riveted tang, 
75c. per doz. net. Florists’ trowel, heavy solid 
steel, 6-in. blade, half polished, riveted 
shank, hardwood handle, $1.15 per doz. net. 
Garden trowel, one-piece heavy cold-roll 
steel, 1114+in. over all, blue finished, $2.15 
per doz. net. English pattern garden 
trowel, 6-in. forged steel blade, polished 
and enameled, length over all 13% in., 
$2.25 per doz. net. Garden trowel, 6 in., 
solid socket, forged steel, full polished, grip 
handle, $6.75 per doz. net. 


Turf Edgers.—This item is receiving 
fair attention. Stocks are fair, and 
prices steady. 


Jobbers’ quotations, f.o.b. New York: 

Turf edger, cast steel blade, bronzed 
finish shank, 4%-ft. handle, socket style, 
$10.25 per doz. net. Same, shank style, 
$9.20 per doz. net. 


Window Glass.—Increased interest 
for window glass has come with the in- 
creased building program throughout 
the country. The general tone of the 
glass market is said to be healthy. 


Prices to retailers, f.o.b. New York: 

A single, 84 to 87 per cent; B single win- 
dow glass, 85 to 88 per cent; A double, 85 
per cent; B double, 87 per cent. List of 
March 1, 1913. 


Wire Goods.—In the local market 
wire gods continues to be one of the 
most active lines. Wire products of all 
kinds continue to be found on orders 
calling for fair quantities. Some job- 
bers are already making deliveries on 
wire cloth and poultry netting. The 
latter is particularly active. 


Jobbers’ quotations, f.o.b. New York: 

Poultry netting, galvanized after weav- 
ing, factory shipment, 50, 5 per cent; from 
New York stock, 45 to 50 per cent. Poultry 
netting, galvanized before weaving, factory 
shipment, 50-10-5 per cent. 

Square mesh wire cloth, 2 x 2, New York 
stock, $4.75 to $5 per 100 sq. ft. 


Wireless Equipment.—A very enthu- 
siastic and exceptional demand con- 
tinues for complete wire sets and ac- 
cessories, also for parts required to as- 
semble sets. The present supply is in- 
adequate for the demand. 


Reports indicate the organization of 
several new firms who will manufac- 
ture and distribute complete receiving 
sets. Audion bulbs are still very 
scarce, and are much wanted. 

P. S.—The Continental Co., Detroit, 
Mich., reports sales improvements of 
more than 100 per cent over last year’s 
business, and further states that its 
records show a substantial increase 
over any previous year in the last five 
years, with the single exception of 
1920. This comparison is made in 
dozens and not in dollars. 
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Office of HARDWARE AGE, 
1505 Otis Bldg., 
Chicago, March 25. 
LLINOIS building figures for 
I February showed a 15 per cent 
increase over the _ preceding 
month and 59 per cent over the corre- 
sponding month of last year. Total 
building contracts awarded during Feb- 
ruary totaled $24,288,600, 40 per cent 
of this being for residences and 27 per 
cent for business buildings. 

In 194 cities an increase of 50 per 
cent has been shown in building act- 
ivities over a year ago. Chicago is 
leading in the gain made by cities. 

The coal strike seems to be a cer- 
tainty and an active interest in the 
market is still being shown by coal 
users, but buying is proceeding so cau- 
tiously that the strike possibility has 
lost much of its influence as a market 
factor. 

James A. Patten of the citizens’ com- 
mittee to enforce the Landis Building 
Award announced that $28,000,000 in- 
surance had been taken out to protect 
workmen and jobs under the award. 

The retail business seems to be sensi- 
tive to the warmer weather and orders 
on spring goods have shown quite a 
little activity of late. Many of the 
dealers in this section are now unpack- 
ing steel goods and baseball merchan- 
dise. 

Jobbers report sales on roller skates 
and incubators as being unusually good. 
No price changes were announced last 
week by local jobbers and orders are 
increasing in many lines. Screws are 
being advanced this week by some of 
the manufacturers but local prices have 
not yet been changed. 

Hearings in the “Pittsburgh plus” 
case which have been in progress in 
Milwaukee and Minneapolis for nearly 
two months, will open in Chicago on 
March 20. The hearings are expected 
to cover a period of at least two or pos- 
sibly three months. They will be the 
most important held in connection with 
the case. The case was filed before 
the Federal Trade Commission on July 
21, 1921. The original application for 
a complaint was made by the Western 
Association of Rolled Steel Consumers, 
an organization of manufacturers in 
the West, having for its sole purpose 
the abolition of the Pittsburgh base. 

Automobile Accessories.—Sales are 
increasing daily and the volume is very 
good. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 46 Reliable jacks, $2.65 each; 
lots of 10, $2.55 each; Twin-cylinder foot 
pumps, $1.85 each; doz. lots, $15; Simplex 
jacks, No. 36, $1.75 each; doz. lots, $1.60 
each; Weed chains, single’ lots, 25 per cent 
discount; doz. lots, i Far’ cent discount; 
Red inner tubes, 30 x $1.90 each; Gray 
inner tubes, 30 x 3%, $135 each; Hercules 
giant plugs, 60c. each; Hercules junior 
plugs, 35c. each; Bethlehem spark plug, 
36c, each; Bethlehem spark plug, mica type, 
60c. each; Bethlehem spark plug, standard 
porcelain type, 58c.; Splitdorf plugs, 58c. 
each; lots of 100, 56c. each; Splitdorf plugs, 
special for Fords, 50c. each; lots of 109, 48c. 
each; Champion X plugs, 45c. each: lots of 
100, 43c. each: Champion O plugs, 53c. each; 
lots of 100, 50c. each; Ford fan belts, ex- 
tra quality, 22c. each. 
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Axes.—Orders are starting well, 
based on fall prices which were an- 
nounced three weeks ago. The figures 
are considered safe for present or next 
season’s requirements. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: First quality single bitted un- 
handled axes, 3 to 4 Ib., $11 base; double 
bitted, $16 doz. base; good quality black 
unhandled axes, same weight, single bitted, 
$10 base; single bitted handled axes, $11.75 
to $19 per doz., according to quality and to 
grade of handle. 


Alarm Clocks.—The demand is good 
and price changes seem unlikely. More 
dealers are becoming interested in 
clocks as a regular line. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Blue Bird, $13.20 doz. lots; case 
lots, $12.84; Bunkie, $21.48 doz. lots; case 
lots, $20.16; Lookout, $13.20 doz. lots; case 


lots, $12.84 doz.: Sleepmeter, $15.12 doz. 
lots; case lots, $14.64 doz. 


Bicycles and Tires.—Indications con- 
tinue favorable for an active season. 
Demand is increasing daily as spring 
approaches. Merchants have held off 
placing orders and May 1 should see 
this line very active. There are no 
prospects of price changes. 

Builders’ Hardware.—Business is 
keeping up nicely. Continued building 
and rehardwaring activities are re- 
sponsible. 

Copper Rivets and  Burrs.—No 
change has been reported in the situ- 
ation and prices are considerably under 
the market. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Copper rivets and burrs, 50 per 
cent discount. 

Chains.—Lively demand on lighter 
chains is noted but heavy chains are 
slow movers. 

We quote from jobbers’ stocks, f.o.b. 
Coca %-in> proof coil chains, $8 per 100 

weldless coil chain, 50-10 per cent off 


lit: No. 00, 4% electric welded cow ties, 
$2.65 per doz. 


Cutlery.—Sales are increasing 
steadily and spring weather should 
show an increase in flat cutlery and 
pocket knives. 


Eaves Trough and Conductor Pipe.— 
Increased activity in this item is noted. 
No price changes are reported. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: 29 gage, 5 in. lap joint eaves 
trough, $4.30 per 100 ft.; 29 gage, 3-in. cor- 
rugated conductor pipe, $4.50 per 100 ft.; 
corrugated 3-in. conductor elbows, $1.55 
doz. 

Files—The demand is still showing 
an increase over other months. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: American files, 70 per cent off list; 
Nicholson files, 50-10-10 per cent off list: 
Disston files, 50-10-10 per cent off list; 
Black Diamond files, 50-10 per cent off list. 


Flint Paper and Cloth.—Stocks are 
moving as well as could be expected 
at the present time. 

We quote from jobbers’ stocks, f.0.b. 
Chicago: First quality flint paper, No. 0, 


$4.25 per ream; first quality emery cloth, 
No. 0, $25.50 per ream. 


Galvanized Ware.—These lines are 
moving satisfactorily with increasing 
business as season progresses. 

Glass and Putty—Sales are not 
above normal, although brisk, and build- 
ing activity will no doubt result in a 
decided increase. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Single strength A, and single 












strength B, up to 25-in. bracket, 86 per cent 
off. Single strength A, and single strength 
B, over 25-in. bracket, 85 per cent off. 
Double strength A, all brackets, 85 per cent 
off. Double strength , all brackets, 87 
per cent off. Putty in 100-lb. kits, $3.65; 
commercial putty, $3.60; glaziers’ points 
Nos. 1, 2 and 3, one doz. packages, 65c. 

Hatchets.—Prices are as low as they 
will be for several months, is the gen- 
eral opinion, and buying has been more 
general, 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Size 2, extra quality broad 
hatchets, $16 doz.; Competitive grade, $12 
doz.; warranted shingling hatchets, $12 
doz.; Competitive forged shingling hatchets, 
$8 doz. 

Hammers.—Sales are considerably 
better and prices. are considered on a 
safe basis for normal needs for the 
next ninety days or more. 

We quote from jobbers’ stocks, f.o.b. 


Chicago: No. 11% ‘first quality nail ham- 
mers, $12 per doz.; Competitive forged nail 


hammers, $6 to $9 per doz.; cast steel ham- 
mers, $4 per doz. 
Hickory Handles.—Unusually good 


sales reported with no indication of 
price changes. 

We quote from jobbers’ stocks, f.0.b. 
Chicago: No. hickory axe handles, $3 
doz.; No. 2, $2 doz.; finest selection second 
growth white hickory, $6 doz.; special white 
growth second hickory, $4.50 doz.; No. 1 
hatchet and hammer handles, 8c. doz.; 
second growth hickory hatchet and ham- 
mer handles, $1.20 doz. 

Hose.—Buying is general, but only 
covers the probable sales for the first 
few weeks of the season. A dry season 
will bring in a large quantity of orders. 
Prices are unchanged. It is too early 
to report much activity. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: %-in. molded reel hose. good 
quality, 13%c.; %-in. 3-ply good quality 
duck hose, 13%4c.; %-in. 4-ply good quality 
duck hose, 1léc. 

Incubators.—Jobbers report sales are 
about 50 per cent above normal. This 
line is enjoying an unusual run. Prices 
are steady. Eggs and poultry pay 
handsome profits and more people are 
becoming more interested every day. 

We quote from jobbers’ stocks. f.o.b. 
Chicago: Queen line incubators, 35 per 
cent: Brooders stoves, 30 per cent. 

Lawn Mowers and Grass Catchers.— 
Demand is increasing as the season 
opens and current business is beginning 
to come in more freely. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: 12-in., $5.20 each net; 14-in., 
$5.50 each net; 16-in., $5.85 each net; 18- 
in., $6.20 each net. Ball bearing lawn 
mowers, 4 blades, adjustable bearings, 8-in. 
drive wheel, finished in gold, aluminum and 
blue, 14-in., $7.50 each net; 16-in., $7.80 
each net; 10%-in. raised open drive wheel, 


4 tempered steel blades, reel 6-in. diameter, 
finished in aluminum, gold and green, red 
and gold striped, $9.50 each net. Same, 
16-in., $9.95 each net: same 18-in., $10.45 


each net; 20-in., $11.15 each net. 

Grass Catchers, wire frame, adjustable 
heavy iron bottom, white duck, for mowers 
12 to 16-in.. $10.53 per doz. net. Same for 
mowers 16 to 20-in., $13.13 per doz. net 


Lanterns.—Individual orders are 


small but the demand is considered fair. 


We quote from jobbers’ * stocks, f.o.b. 
Chicago: Monarch tin lanterns, hot blast, 
$8.25 per doz.; No. 2 Dietz cold blast lan- 
founts, 


terns, $13.00 per doz., with large 
$14.25 per doz.; best tubular lanterns, $8.25 
per “doz. : Dietz Scout, $600 doz.; Competi- 


tion lanterns, No. 0 tubular, $6.65 per doz. 
Nuts and Bolts.——Jobbers report an 


increasing demand and sales are nor- 
mal. Prices are unchanged, although 
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some makers have withdrawn their low 


prices. 

We quote from jobbers’ stocks, f.o.b 
Chicago: Large carriage bolts, 60-5 per 
cent off list; small carriage bolts, 65-5 per 
cent off list; large-sized machine bolts, 65-5 
per cent off list; small-sized machine bolts, 
70 per cent off list; all stove bolts, 80 per 
cent off list; all lag screws, 65-5 per cent 
off list. 

Nails.—Increasing demand is noted. 
Good weather is holding up these sales. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Common wire nails, $3 per keg 
base. 

Roller Skates.—This line is moving 
with unusual rapidity and surprise is 
being shown at the size of this business. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Boys’ ball bearing roller skates, 
$1.50 per pair; girls’ style, $1.60 per pair. 


Paints and Oil.—Linseed oil has been 
reduced 7 cents a gal. Turpentine has 
been increased 3 cents a gal. Shellac 
has also increased in price. 


We quote from jobbers’ 
Chicago: Raw linseed oil, 1 to 4 barrels, 
$4c. per gal.; boiled linseed oil, 96c. per 
gal.; raw linseed oil, 5 barrels or more, 90c. 
per gal.; boiled, 92c. per gal.; less 1 per cent 
10 days. Turpentine in barrels, $1.01 per 
gal.; denatured alcohol in barrels, 42c. per 
gal.; strictly pure white lead, 100-lb. kegs, 
per lb., 12%4¢c.; 50-lb. kegs, per Ib., 12%c.; 
dry paste in barrels, 6c. per lb.; pure white 
shellac, 4-lb. goods in gal. cans, $5 per gal.; 
pure orange shellac, 4-lb. goods in gal. cans, 
$4.70 per gal.: English Venetian red, in 
barrels, $3.50 and $6.75 per ewt. 


Rope.—Orders are for highest qual- 
ity of rope and the line is moving in 


stocks, f.o.b. 


large volume on current orders. Prices 
are without change. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Highest quality manila rope, 
standard brands, 17%c. to 18%4c. per Ib.; 
No. 2 manila rope, 16c. to 16%c. per Ib. 
base; so-called hardware grade manila 
rope, 1244c. lb.; No. 1 sisal rope, highest 
quality standard brands, 14%c. to 15%c. 
per lb. base; No. 2 sisal rope, standard 


brands, 18c. to 14c. per lb. base. 

Screen Doors.—An active interest in 
this item is being shown and this will 
increase with the coming of warm 
weather. 


We quote from jobbers’ stocks, f.0.b. 
Chicago: Three panel %-in. 2-ft. 6-in. x 
6-ft. 6-in. plain doors, $18.40 per doz.; 
four panel %-in. 2-ft. 6-in. x 6-ft. 6-in. 


Office of HARDWARE AGE, 
410 Unity Building. 
Boston, March 25, 1922. 

FAIR movement of _ seasonable 

merchandise is noted by the local 
shelf hardware jobbers. Business, how- 
ever, admittedly has slowed up some- 
what this month. 

The jobbing trade, however, is bank- 
ing on certain fundamental factors, and 
is confident that good business will be 
transacted during the next three or 
four months. People, they say, are go- 
ing to have more time to themselves 
this summer than they have had for 
several years. Having more time, they 
will spend as much of it as possible out 
doors or in some constructive manner, 
the main object to be to produce some- 
thing in one form or another. It will 
be necessary, according to the jobbers, 
to buy a large tonnage of hardware— 
practical things. The taste for luxury 
is still with us although it is fast pass- 
ing off. People are beginning to want 
to paint a house, build a house, raise 
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plain doors, $20 per doz.; five panel, 1%-in. 
2-ft. 6-in. x 6-ft. 6-in. plain doors, $21.65 
per doz.; four panel, 1%-in. 2-ft. 6-in. x 
6-ft. 6-in. fancy doors, $29.70 per doz. 

Screws.—Sales are fair and some 
manufacturers announce increases this 
week. Local prices have not yet 
changed. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: - Flat head bright screws, 85- 
124% per cent off list; round head blued, 
85 per cent off list; flat head brass, 80-15 
per cent off list; round head brass, 80-5 
off list; japanned, 80-5 per cent 
re) ist. 


Steel Goods.—Future orders for ship- 
ment this spring were smaller than 
the previous year. Some dealers are 
just ordering their requirements and a 
great improvement in movement is re- 
ported. 


Stove Pipe and Elbows.—Better 
grades are being specified on orders for 
fall shipments. Prices are considered 
well liquidated and sales are brisk. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: 6-in., 31 gage, $8.75; 
$9.60; 28 gage, $11.85: 26 gage, 
elbows, 30 gage, $1.15; 28 gage, 
gage, $1.55 per doz. 


Solder and Babbitt Metal.—The mar- 
ket is quiet and shows no recent 
changes. The sales volume is increas- 
ing. 

We 





4 
: 6-in. 
$1.30; 26 


quote from jobbers’ stocks, f.o.b. 
$22 per 


Chicago: Warranted 50-50 solder, $22 
100 lb.; medium 40-55 solder, $21 per 100 
lb.; tinners 40-60 solder, $20 per 100 Ib.; 
high speed babbitt metal, $18 per 100 Ib.; 
standard No. 4 babbitt metal, $7 per 100 Ib. 


Sledges and Eye Hammers.—Sales 
are increasingly good and prices are 
relatively very low. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Striking and B. S. sledges, 5 to 16 
lb., $8 per 100 Ib. 


Sash Weights.—Sales grow better as 
the building season opens and prices 
are considered favorable. 


We quote from jobbers’ stocks, 
Chicago: Sash weights per ton, $36. 


Steel Sheets.—Sales are improving 


f.o.b. 


but are still below normal. Prices 
seem firm. 
We quote from jobbers’ stocks, f.o.b. 
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poultry, build a boat, have a garden or 
something else that will show results. 
It is an economic wave, perfectly 
natural after the general economic re- 
action we are passing through. 

This change in the make-up of people, 
however, is more apparent in the move- 
ment of mill supply jobbing house 
stocks than in shelf hardware. It also 
is reflected to a certain extent in the 
heavy hardware field. Both these 
branches of the wholesale hardware 
business apparently are still going for- 
ward. This showing is all the more 
encouraging in view of the conditions 
existing in some of New England’s 
most important industries. A majority 
of the important cotton mills and shoe 
factories are either closed or are work- 
ing on greatly reduced schedules. This 
week threatened labor troubles, result- 
ing from a proposed reduction in wages 
of employees, have developed in the 
woolen industry, thereby involving some 
of the largest mills in this section of 
the country. Naturally the buying 
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Chicago: 28 gage galvanized sheets, $5.15 
per ~ lb.; 28 gage black sheets, $4.15 per 
100 Ib. 


Sash Cord.—Prices so far are un- 
changed and there is some increase in 
demand. 


We quote from jobbers’ stocks, f.0.h, 
Chicago: No. 7 sash cord, standard brands, 
$8.45 doz. hanks; No. 8 sash cord, standard 
brands, $9.75 doz. hanks. 


Sporting Goods.—Ammunition future 
orders are still coming in very freely 
and dealers are beginning to place fail 
firearms orders. Theve is a fair cur- 
rent movement of rifles, mostly in the 
22 calibre, and fishing tackle and base- 
ball goods are enjoying an unusual de- 
mand. Orders being received in Chi- 
cago for this class of goods are gener- 
ous and it is believed some of the fac- 
tories will have to hustle to keep up 
the supply. Warm weather will bring 
in a larger volume orders. 


Wire Goods.—Sales are increasing. 
No price changes reported. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 8 black annealed wire, $2.85 
per 100 lb.; galvanized barb wire, $3.65 per 
100 1b.; 12 mesh black painted wire cloth. 
$1.90 per 100 sq. ft.: poultry netting, 56 per 
cent off; galvanized after weaving. 51 per 
cent off: catch weight spool galvanized 
cattle wire, $3.65 per 100 lb.; 80 rod spool 
galvanized hog wire, $3.23 per spool: No. § 
galvanized plain wire, $3.35 per 100 Ib. 


Wrenches.—Good shipments are be- 
ing made and the demand is above 
normal. Prices seem steady. 


We quote from jobbers’ stocks, f.o.)h. 
Chicago: Agricultural wrenches, 69-10 per 
cent; Coes wrenches, 60 per cent from fac- 
tory list; engineers’ wrenches, 40 per cent 


Wringers.—Sales are better than 
usual and are holding up well. Pre- 
vailing quotations are 50 per cent off 
list. 


Washing Machines.—Dealers are 
looking for an increased demand for 
washing machines. Manufacturers note 
an increase in business and local mer- 
chants report increased sales. It is 
reported that manufacturers showed a 
gain in sales in February over the pre- 
ceding month. 


power in all towns and cities where 
mills and shoe factories are located 
has been curtailed. 

Automobile Accessories.—J obbers 
are being notified of quite a few 
changes in prices for the various com- 
petitive automobile accessories. With 
very few exceptions these changes are 
downward. One of the _ exceptions 
noted this week is in blow-out patches, 
which are higher. Salesmen visiting 
the retail hardware trade report that 
dealers are enthusiastic and intend to 
buy freely later in the year. The latest 
reports from the registration depart- 
ments from the various New England 
states show a _ steady and healthy 
growth in the use of the automobile. 
For that reason the jobbing trade here 
is optimistic regarding future business. 

Bolts and Nuts.—The movement of 
bolts and nuts out of local stocks is 
doing a little better than holding its 
own. That is to say, business is a long 
way from being brisk, but it is more 
active than it was a month ago. Con- 
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sumers are beginning to order in larger 
quantities than heretofore, and also de- 
sire a wider variety of kinds. In con- 
nection with shop work there has, of 
late, been a noticeable improvement in 
the demand for carriage bolts, which, 
according to the jobbers, is pretty con- 
clusive evidence that manufacturers 
are beginning to get more active. Prices 
apparently are firmer than they have 
been before in some time. An inclina- 
tion among the bolt manufacturers of 
Rhode Island to hold more strictly to 
list prices unquestionably has had a 
sustaining influence on this jobbing 
market. 


We quote from Boston Jobbers’ stocks: 
Machine bolts with H P nuts, % x 4-in., 
smaller and shorter cut threads, 60 and 5 
per cent discount, larger and longer, 60 per 
cent discount; with C T D nuts, 50 and 10 
per cent discount; tap bolts, 25 per cent 
discount; add 10 per cent discount for 
hexagon heads; common carriage bolts, 50 
and 10 per cent discount: stove bolts, 80 
per cent discount; bolt ends, 60 per cent 
discount; tire bolts, 60 per cent discount. 


Nuts, H P, all kinds, 3c. off list; C P C 
and T, all kinds, 3c. off list: semi-finished 
hexagon nuts, 9/16-in. and smaller, 80 per 
cent discount, larger, 70 and 10 per cent 
discount; finished case hardened nuts, 70 
per cent discount; machine screws, nuts. 
iron, list; machine screws nuts, brass, 25 
per cent discount. 

Cutlery.—For certain kinds of cut- 
lery there is a fairly good demand, but 
generally speaking business in this 
vicinity has slowed up somewhat dur- 
ing the past fortnight. Retail stocks 
in a great many instances are below 
normal. Pocket knives are among those 
items enjoying a steady, healthy de- 
mand. But here it is noted that most 
of the orders received by the jobbers 
concern popular priced styles. Kitchen 
cutlery is another item that appears in 
more favor than many other kinds. 

The market for safety razors is 
rather quiet, retail dealers as a rule 
apparently having enough stock on 
hand to meet all immediate require- 
ments. If what the safety razor manu- 
facturers say is true, however, business 
in other sections of the country is better 
than it is here. 


Drills and Reamers.—The local mar- 
ket is filled with rumors concerning an 
impending change in prices on drills. 
Nothing definite is obtainable, however. 
The local market has been badly split 
on prices for some time, but from all 
that can be learned is slowly becoming 
more uniform. Possibly this fact is the 
basis for rumors circulated this week. 
It is certain that the demand for both 
drills and reamers has been better of 
late. To be sure there is still much 
room for improvement in this respect, 
but business is so much better than it 
was only a short time ago, that the 
jobbing trade is quite encouraged. 
Local stocks have been pruned down to 
a healthy condition which is another 
possible reason for some of the late 
talk about a change in prices. 

We quote from Boston jobbers’ stocks: 

Drilis—Carbon, sizes up to 1%-in., ta- 
pered and straight shank, 60 per cent dis- 
count; bit stock drills, 50-10 per cent dis- 
count; center drills, 50 per cent discount; 
drills and countersinks combined, 10 per 
cent discount; ratchet drills, 20 per cent 
discount; wood boring brace bits, 45 per 
cent discount: high speed, wire gage and 
letter sizes, plus 5 per cent; straight and 
tapered shank, 1/16 to %-in.. plus 15 per 
cent; 33/64 and larger, plus 15-10 per cent; 
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all other kinds of drills, 50 per cent dis- 
count. 

Reamers.—Bit stock, 30 per cent dis- 
count; bright square and T S standard 
makes, 65 per cent discount; chucking, 25 
per cent discount; tapered pins, 40 per cent 
discount; escutcheon pins, 45 per cent dis- 
count; shell fluted rose and socket ream- 
ers, 20 per cent discount. 

Electrical Goods.—Small but numer- 
ous orders for electrical goods are re- 
ceived daily by the jobbing trade. It 
is quite evident by this steady buying 
that retail dealers in some instances, at 
least, are enjoying a good business in 
such merchandise. 


We quote from Boston jobbers’ stocks: 

lrons.—Hotpoint, 30 per cent ong 
Damanco. in lots of five or more, $3.3 
each; in lots of less than five, $3.50 e ach; 
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Re-Hardwaring for House 
Owners 


Look at your builders’ hardware. 
Put it up to yourself. 

If you were a prospective purchaser 
of a home would the hardware in it 
help you make the decision to purchase 
or not. In other words is your build- 
ers’ hardware an asset or a liability. 

An easy way to decide is to have 
your hardware man bring a sample 
door set to your home and hold this 
sample set about your old door knob. 
Your own eyes will tell you how much 
re-hardware would mean to you. 

An investigation among real estate 
men in different cities has brought out 
the amazing fact that by re-hardwar- 
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ing old houses they have been able to 
get in many cases 10 per cent more, 
and this form a very small investment. 

But looking away from the material 
gain—every one of us enjoys beauty = 
in our home. What attracts the eye =: 
quicker to your interior decorations 
than attractive hardware? 

Then protection—but why speak of 
this for all of us want to feel our 
wives and children are safe when within =: 
our homes. z 
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Sheldon $3.25 net, each; Universal nickle 
ponte’, No. 901, $7.50 each; No. 902, $6.75; 
No. 905, $6.75; No. - 108, 8.75; No. 9021, 
$6. 50; No. 9023, $6.2 No 9051, $8. Dis- 
count, 30 per cent; 12 pieces or more, 30-5 
per cent, 24 pieces or more, 30-74% per 
cent. 

Heaters. ueotpemet. 30 per cent discount: 
Universal, No. 9952, sunburst type, $11.50 
list; discount, 30 per cent. 

Percolators.—Coffee, Universal, No. 9166 
nickle, $22.50; copper, $24; silver, $26.50 
each; No. 9169, nickle, $25; copper, $26.50; 
silver, $29; No. 159, $2.50 each, net. Dis- 
count 30 per cent 12 pieces or more, 30-5; 
24 pieces or more, 30-71% per cent. 

Toasters.—Universal, nickle, No. 945, 
$7.50 each; No. 946, $6.75. Discount same 
as on other goods. Reverso, $5.75, net, 
each; Star, $3.76 net, each. 

Grills.—Universal, nickle, No. 984, $12.50 
each; No. 982, $11.50. Discounts same as 
on other goods. 

Heat Pads.—Universal, nickle, No. 9940, 
$10.75 each. Discount same as on other 
goods. 

Curling lIrons.—Universal,_ nickle, No. 
9901, $6.25 each: No. 99011, $6.75. Discounts 
same as on other goods. 

Ranges.—Two burners, with grill and 
oven, » 4 9688, $31.50. Discount 30 per 


Garden Shears.—Pruning shears are 
selling in a very satisfactory manner, 
according to retail and wholesale hard- 
ware dealers. Prices are now down to 
a basis where the consumer is satis- 
fied he is getting his money’s worth. 
The desire for the outdoors and all that 
goes with it prompts people to get 
after their trees and shrubbery, because 
they not only have an excuse for get- 
ting out into the open, but take a 
pride in the upkeep of their land hold- 
ings as well. This fact is helping the 
sales of hedge shears as well as of 
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pruning. Grass and sheep shears are 
selling, but not in the same proportion 
as the two afore-mentioned kinds. 

We quote from Boston jobbers’ stocks: 

Hedge shears.—Mahogany handles, cop- 
per ferrule, blades not notched. No. 6, $1 
each; No. 7, $1.25; No. 9, $1.55; notched, 
No. 1, $1.65. 

Grass shears.—Popular makes, $3.12 to $9 
per dozen, according to quality. 

Sheep shears.—True Vermonter brand. 
No.015E, 5%-in., $10.50 per doz.; No. 047K, 
514%-in., $13 per doz. 

Pruning shears.—Seymour Smith line. 
No. 0, $4.50 per doz.; No. 23, $6; No. 21, $s; 
No. 30, $8; No. 65, $7.65; No. 40, $14.65; No. 
290, $23.35. French wheel shears, 8-in., $18 
per dozen; 9-in., $21. McKinney line. No 
1, $36 per dozen in dozen lots; No. 2, $48. 

Hack Saws.—It can be truthfully 
said that more hacksaws are being sold 
in this territory to-day than has been 
the case before in many months. It 
does not necessarily follow, however, 
that the market is booming. There is 
keen competition for going business as 
is attested by a recurrence among job- 
bers of the familiar price cutting policy. 
This policy is carried so far, in some 
cases, that quantity does not enter into 
it. Manufacturers of hacksaws in this 
part of the country are slowly but 
surely increasing their output. 

We quote from Boston jobbers’ stocks: 

Hack saws.—Standard makes, in _ full 
packages 33% to 35 per cent discount; 
broken packages, 25 per cent discount: 
stock in five gross lots or larger, 30 and 10 
per cent discount. 

Hinges.—Certain manufacturers have 
made slight reductions in list prices 
in spring hinges, and the supposition 
here is that others will take similar ac- 
tion. One popular selling brand in this 
territory is now quoted at $15 per gross 
in gross lots, by the jobbing trade, and 
at $16 a gross in less than gross lots. 
The demand for this class of merchan- 
dise is beginning to show signs of life, 
but the market is still a long way from 
active. 

Iron and Steel.—Individual orders for 
iron and steel placed with the Boston 
jobbers are increasing. That is, they 
concern larger amounts, it now being 
quite common for a consumer to pur- 
chase in 500 lb. or ton lots, where here- 
tofore the order was confined to a few 
pieces of material. In addition there 
appears to be a wider distribution of 
iron and steel, which is taken as an 
indication of growing activity among 
the users of basic materials. The better 
business is reflected in the mill end, 
as well. Jobbers are ordering enough 
stock to-day to last them two or three 
months whereas in the past their pur- 
chases represented a _hand-to-mouth 
policy. From the standpoint of the 
mill prices on iron and steel are very 
much firmer than they were a month 
back. Naturally jobbing prices reflect 
the better undertone of the market. 


We quote from Boston jobbers’ stocks: 

lron.—Refined, $2.55%, per 100 Ib. base; 
best refined iron, S435, Wayne iron, $5.50; 
Norway iron, $5.50. 

Steel.—Soft steel bars, $2.551% per 100 Ib. 
base; flats, $3.951%4; concrete bars, plain, 
stock lengths, $2.55%; angles, channels and 









beams, $2.551%4; tire steel, $3.85 to $4.25; 
open-hearth spring steel, $4 and $5.50; ste el 
bands, $3.15% to $3.53: steel hoops, $3.: 31% 
cold rolled steel, $3.30 to $3.80; toe -alk 
steel, $5. 


Lawn Mowers.—The grass is begin- 
ning to become green in this section of 
the country and you don’t have to look 
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out the window to know that this is so. 
Incoming orders for lawn mowers sug- 
gest the first signs of spring. To be 
sure the demand is not active, but it 
is so much better than it has been that 
the jobbers are quite encouraged. Job- 
bing, as well as retail stocks, generally 
speaking, are small, another favorable 
feature in the situation. 


We quote from Boston jobbers’ stocks: 
Lawn mowers, low grade, 14-in., $5.50 
each; 16-in., $5.75; 18-in., $6.25. Medium- 
grade, ball bearings, 16-in., $8 each; 18-in., 
High grades, ball bearing, five-blade, 
, $12; 16-in., $13; 18-in., $14; 20-in., 


Mill Supplies.—Mill supplies are con- 
tinuing to show expansion in move- 
ment. Best of all, the demand is not 
running to any one or two lines, but is 
general in scope. The past ten days 
has witnessed a noticeable increase in 
the demand for _ specials—special 
threads, heads, points and the many 
other things needed in tools, etc., on 
particular lines of shop work. During 
former years the demand for these so- 
called specialties was excellent and the 
profit to the hardware interest was 
entirely satisfactory. Last year, how- 
ever, this sort of business practically 
dropped out of sight. Its revival there- 
fore, is highly pleasing to the jobbing 
trade. 

Nails.—Jobbing prices on cut nails 
have been reduced 25 cents to $3.90 per 
keg base. The demand is somewhat 
better, but is not in a class with that 
for wire nails, which really are showing 
steady improvement. For some time, 
however, there has been sort of change 
in nail prices every week or two, and 
the retail trade is naturally inclined to 
hold off the market until a time when 
they believe things have settled down. 
The stage apparently is set for a tre- 
mendous home building movement in 
New England this spring and summer. 
The cost of living, as they tell us in 
Washington, may have come down, but 
in this particular neighborhood, at 
least, rents are as high if not higher. 
Landlords are talking about a further 
increase in rates either this spring or 
fall. People are beginning to awake to 
the fact it is cheaper to buy a house, 
and pay the interest on the mortgage, 
etc. That is one of the reasons why 
the jobbing trade of Boston anticipates 
a good business in all kinds of nails 
this year. 


We quote from Boston jobbers’ stocks: 
Wire nails, per keg from the store, $3.25 
base, f.o.b. Boston; direct from mill ship- 


Office of HARDWARE AGB, 
1002 Park Building, 
Pittsburgh, March 27. 
HE great increase in activity, and 
the improved outlook for the iron 
and steel business, which we have noted 
in our reports for some weeks past, 
have had the not unexpected result of 
advances in prices, several important 
ones having been made in the past two 
or three days, and others are looked 
for to come out in the very near fu- 
ture. 
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ments, in car lots, $2.50 per keg base; 
in less than car lots, $2.75 per keg base; 
cut nails, $3.90 per keg base; galvanized 
cut nails, $7.50 base. Cement coated nails 
2.75 per keg base. 


Sash Cord.—While business could be 
a whole lot better, it is encouraging to 
note more orders being received for 
sash cord by the jobbing trade. Most 
of the New England cotton mills are 
closed or practically so; the export 
demand, as well as the domestic de- 
mand for the staple is down to com- 
paratively small proportions; the latest 
Government figures indicate a short 
crop of the staple; all have failed to in- 
fluence the raw cotton market very 
much one way or the other. New Eng- 
landers therefore are beginning to look 
for higher rather than lower prices for 


sash cord. 
We quote from Boston jobbers’ stocks: 
Sash cord.—Acme, braided, No. 6, 40c. 
per lb.; No. 7, 38c.; No. 8. 9, 10 and 12, 37c. 
Cheaper grades, No. 7, 36c. per lb.; No. 8, 
35¢e. Sampson spot, No. 7, 62c. per lb.; No. 
8 and larger, 61c. 


Screws.—The leading manufacturers 
of wood screws are out with new prices 
which show a decline of 2'2 points in 
the list. In addition there has been 
some concession in the matter of extras. 
The change, when points and discounts 
are figured together amounts to some- 
thing like 14 per cent. The demand for 
wood screws for the first time in 
months, is beginning to show real signs 
of improvement. The movement of 
machine screws out of stock also is 
more encouraging, orders for 500 to 
1500 gross beginning to make their 


appearance whereas only a short time. 


back a ten gross order was considered 
some business. 
We quote from Boston jobbers’ stocks: 
Wood screws.—Iron, bright, flat, 8244 and 
20 per cent discount print; flat head blued, 
82% and 20 plus 5 per cent discount; 
round head blued, 80 and 20 per cent dis- 
count; flat head brass, 77% and 20 per cent 
discount; round head brass, 75 and 20 per 
cent discount; flat head galvanized, 67% 
and 20 per cent discount: round head 
nickle 70 and 20 per cent discount, 
Machine screws, etc.—Coach Screws, 50 
and 10 per cent discount; set screws, in- 
cluding headless, 75 and 10 per cent dis- 
count; cap screws, square and hexagon, 
75 per cent discount, fillister, 40 and 10 
per cent discount; flat 30 per cent discount; 
button head, 20 per cent discount; tag 
screws, 50 per cent discount; iron machine 
screws, flat and round head, 70 per cent 
discount; fillister, 45 per cent discount; 
flat and round head brass, 40 per cent dis- 
count; fillister, 35 per cent discount. 
Sheets.—Sentiment in jobbing circles 
on steel sheets is strong and talk of 
higher prices in the immediate future 
is common. The better feeling is based 
on the action of some of the most im- 


portant producers of sheet bars in ad- 
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The first of these advances to be .an- 
nounced was one of $2 per ton on sheet 
bars and small billets, or from $29 to 
$31 per ton, and the same advance on 
large billets and slabs, or from $28 to 
$30 per ton. These advances had hardly 
become known in the trade until they 
were followed by an announcement 
from the Wheeling Steel Products Co. 
of Wheeling, W. Va., of an advance of 
$3 per ton on black, galvanized and 
auto body sheets, to become effective on 
April 1. Prices on No. 28 gage soft 
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vancing them $1 a ton. Certain it is, 
also, that the demand for sheets is re- 
latively better than for most other 
kinds of steel. Brass, copper and 
bronze sheets also are beginning to 
enjoy a wider circulation. 

We quote from Boston jobbers’ stocks: 
Sheets, No. 10 blue annealed, $3.48 per 100 
Pie 28, black, $4.50; No. 28 galvanized, 

Threading Sets.—A slightly better 
demand is noted for threading sets. 
Otherwise the market for this product 
is without special feature. The in- 
activity for many months, however, is 
in direct contrast with conditions to- 
day, which accounts for attention being 
called to threading equipment. 


Traps.—Some of the manufacturers 
of game traps are out with new price 
lists but because it is the off-season 
jobbers have not been in a hurry to 
revise their lists. At least, no change 
in local wholesale quotations is an- 
nounced this week. 


Washers.—Naturally with the better 
movement of bolts out of stock, some 
reflection is found in the market for 
washers. Local stocks are ample for 
all requirements, consequently prompt 
deliveries can be made on practically 
all sizes. Stocks, however, are con- 
siderably smaller than they were four 
to six months ago. Prices are reported 
as being steady and unchanged. 

We quote from Boston jobbers’ stocks: 

Cast washers, %-in. and smaller, 5\c. 
per lb.; larger 4%c. per Ib.; cut washers, 
200-lb. kegs, list less $4.50 per keg; malle- 
able washers, 15c. per Ib. 

Wire Cloth—Incoming orders for 
wire cloth are somewhat disappointing. 
A few of the largest retail hardware 
distributors have placed their orders, 
but a majority have not, and of course 
the little fellow waits until the last 
minute rather than tie up his money 
in merchandise, 

We quote from Boston jobbers’ stocks: 

Wire cloth.—From store, 12-mesh, 24 to 
48-in., $2.25 per 100 ft., 18-in. to 22-in., $2.35; 
14-mesh, 24-in. to 48-in., $2.40, 18-in. to 
22in., $2.50. 

Wrenches.—Jobbers profess to see 
some improvement in the demand for 
wrenches, especially the larger kinds. 
Trading is not brisk by any means, yet 
it is sufficiently better to lend encour- 
agement. 


We quote from Boston jobbers’ stocks: 

Stillson, 55 and 5 per cent discount. Tri- 
mo pipe wrenches and parts, new list, 55 
and 5 per cent discount; Coes wrenches, 60 
per cent discount; drop forged wrenches, 
40 per cent discount; agricultural wrenches 
60 and 10 per cent discount. 


black sheets have been advanced by 
this company from 3 cents to 3.15 cents; 
galvanized sheets, 28 gage, from 4 cents 
to 4.15 cents, and auto body sheets, 22 
gage, from 4.35 cents to 4.50 cents. No 
advances in prices were made on blue 
annealed or electrical sheets, but these 
grades may be put up later. 

Up to this writing we are not advised 
that other sheet makers have followed 
the action of the Wheeling Steel Prod- 
utes Co., but it is likely that before 
this issue of HARDWARE AGE reaches: 
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Current Metal Prices—March 27, 1922 








Iron and Soft Steel Bars Bow Annealed—Black Tin Plates Babbitt Metal 
and Shapes Soft Steel Bright Tin Best grade, per Ib......... --75¢ 
Bars! Per Ib. 0. R., Blued Stove e.. SP Commercial grade, per Ib..... 35¢ 
Refined Iron, base price.. 2.38¢ nhs a Charcoal Charcoal Grade D, per Ib.............. 25¢ 
Swedish Bars, base price..10.00¢ os 18 to 20..3.55 to 3.80@..... 14x20 14x20 Antimeny 
Soft steel bars, base price.. 2.38¢ Nos. 22 and 24. .3.60 to 3.85@4.10¢ Oe $10.00 $ 8.50 Asiatic .........000+---3-00@5.75 
Ne. 20 ccccocs 3.65 to 3.90@4.15¢ Bae Seescece 11.50 10.00 
Hoops (base price) ....3.28@3.38 Me DO cacsies 3.75 to 4.00@4.25¢ jo > reer 13.00 11.25 Aluminum 
BO. GD ccicsces 4.00 to 4.25@..... [> > > GE 14.25 12.50 No. 1 aluminum (guarantees 
Beame and Channels, Angles No, 28 and lighter, 36 in. wide, IXXXX 16.00 14.00 over 99 per cent pure), in 
aoe 10¢ higher. \ ting 
8 in. x % in. and larger, — — Coke—14 # 20 — te: SS, a 
MRED soenencerccesererene =o Galvanized Per Ib. Primes Wasters 
Channels, Angles and Tees Was SH cakckdenecwins 3.85@4.10¢ SO -coaxesene $ 6.05 $ 5.80 Old Metaius 
under 3 in. x %4 in...... 2.38¢ ° . x jo 
TW SO cccacacdueenes 4.00@4.25¢ GO TR cccccccee 6.15 5.90 The Market has slowed down in 
Wea. 18 and 20........ 4.15@4.40¢ SOOT crccccees 6.25 6.00 sympathy with new metals. Deal- 
Merchant Steel Nos. 22 and 24........ 4.30@4.55¢ Wh oc cncae' 6.40 6.15 eee prices are nominally 
Per lb. a ee ore ce 4.45@4.70¢ ED secssece 7.40 7.15 , Cents 
“Tire, 1% x % in. and larger 2.40 We BE hk cckcwccctccus 4.60@4.85¢ TE ccctccee 8.40 8.15 Per Ib. 
i neeakeceeasene 4.75 @5.00¢ Be «eeeeeun 9.40 9.15 Copper, heavy and crucible. .$10.75 
2 - o enn . . 
—? ge 2 ge i eo, 2.60¢ No. 80) .cccccccccce- -S-25Q5.50¢ TEESE nc cccccce 10.40 10.15 Copper, heavy and wire.... 9.75 
No. 28 and lighter, 36 in wide, 20¢ Copper, light and bottoms... .800 
—s % 20> - cose 8.204 aigiee. TYerne Plates Bene,” MANY ik cccccceccecs 5.00 
i TE ec ccccecctecaes 4.50 
- 1 ft 8-lb. Coating 14 # 20 Brass, light me 
at py to 7.25¢ Steed Wire 100 Ib. Heavy machine composition.. 7.75 
y No. 1 yellow brass turnings. 5.25 
-Open- spring 1 Base Price* on No. 9 gage and WO ccc } 
oe eter! .50@6.00¢ coarser : Per Ib. eer No. 1 red brass or composi- 
z i eee 3.50@3.75¢ Firedoor Stock tion turnings ........cec 6.75 
ee a8 Gee ww Stee: ese 4 Anmenlod Soft ........ 3.50@3.75¢ PE SESS See 3.75 
Galvanized Annealed ..4.20@4.50¢ Tin BANG Ge acca etdcevesunces 2.50 
° edie LL: Seer 4.00@4.25¢ | wy. WE Satanccicamanteien 2.50 
F BAUS SCESR TERE SS ES ' poss ae n aR Straits pig ....cceeceeceveess 32¢ 
Tinned Soft Bessemer .5.50@5.75¢ 37 @ 426 
Standard cast steel, base dine DO cacrecenivnceccseseees 37 @ 424 Welded Pipe 
Ramee Se : Brass Sheet, Rod, Tube and = 
‘Best cast steel............ 17.00¢ Wire. Copper Standard—Steel —_ 
t cast steel.......22.0 Zake Treat «.cccccscccceccsece r5¢ . poo ” 
peendinass ” High Brass Sheet.....16% @17¢ WINE a ccs c ic cuceccuxs 14%¢ % in. Butt..........-- —56 —40 
High Brass Wire....... 17@17%¢ Gadd Cap civivedadaciaeni 14%¢ eee —61 —47 
Tank Plate—Steel Brass Bed 2.00 cscs 14% @14%¢ % in, Butt........---- —s —@ 
Per Ib. Brass Tube, Brazed.. -26 @27%ée Spelter and Sheet Zinc 3%-6 in. Lap......-.-- =o —46 
% in. and heavier......... 2.63¢ Brass Tube, Seamless..184%@19 ¢ Western spelter .......... 6% @7¢ % in. Lap......... —56 —34 
Copper Tube, Seamless......20%¢ Sheet sinc, No. 9 base, casks, O/13 im. LADc ccccccecs —55 —33 
10%¢ open 11¢ w 
rought Irom 
Sheets Copper Sheets = eune oe en 
Blue Annealed eet Copper, hot roll . Lead and Solder oes 
F eK @21¢ per . allie American pig lead......6%@6%¢ % in. Butt.......-.0- —30 —13 
NO. 10... ce eeeeeerees 3.28@3.53¢ Cold rolled, 14 os. and heavier, Bar lead ...... cereeeees 6% QTE 1-1% in. Butt........ —82 —15 
NO, 12.....cenceeeees 3.33@3.58¢ 2¢ per Ib. advance over kot rolled. Solder % and % guaranteed...23¢ 2 im. Lap.cecccecccces —27 —10 
NO. 14....cccccceceee 3.38 @3.63¢ Ti DCRR bc cccnsccwacnner 21¢ 2%-6 im. Lap......... —30 —15 
NO. 16.2... cccccccccees 3.48 @3.73¢ *Regular extras for lighter gages. Refined solder .....-see+e-+0- 17¢ 7-12 in. Lap..-..cceee —23 — 7 





our readers many of the other sheet 
companies will have taken the same ac- 
tion. It is hinted that the next line 
of finished steel products that will be 
advanced in price is wire products, but 
absolutely no official advices have been 
given out about this. At any rate it 
can be said that prices on nearly all of 
the leading steel products are much 
firmer than they were even two or 
three weeks ago, and announcements of 
advances may be made at any time. 
There is practically no more talk in 
the trade of declines in prices, but there 
are strong indications of a higher mar- 
ket on some steel products before very 
long. 

The improvement in the steel trade 
has gone further, and the Carnegie 
Steel Co. has announced that it will 
start up six more blast furnaces as 
soon as they can be made ready for 
operation. This company will then 
have thirty-five furnaces going out of 
a total of fifty-nine, the best showing 
the company has made in considerably 
more than a year. Combining the Steel 
Corporation interests and the indepen- 
dent steel companies, it can be said 
that the entire steel industry is now 
on a 60 to 65 per cent operation, much 





the highest rate that has been reached 
since the fall of 1920. 

The railroads continue to buy freely 
of rails, cars and track material, and 
this, more than any other one thing, is 
responsible for the betterment in the 
steel trade, and for the large increase 
in rate of operations. The Carnegie 
Steel Co. has taken an order for 5000 
tons of 16-lb. rails for shipment to 
Japan, and other large foreign rail or- 
ders are under negotiation. More than 
15,000 tons of tie plates have been 
placed in the past week, also about 500 
passenger cars, and the Pittsburgh 
Railways Co. will build forty new pas- 
senger cars, these to be furnished by 
the Standard Steel Car Co. of this city. 

The building outlook for this year is 
fine, especially in the Pittsburgh dis- 
trict. Architects are taking on more 
draftsmen and are figuring on some 
very large contracts that are likely to 
break before long. The Statler inter- 
ests are still busy on a large hotel for 
this city, and it seems have about se- 
cured the site that is desired for the 
new structure. Official figures given 
out in the past week state that more 
than 1,000,000 new homes will be built 
in this country this year, and home 


building in this district is more active 
now than for five years. 

Buying of machinery equipment is 
more active than for several years. 
The Wheeling Steel Corporation has 
just placed the largest order for cranes 
for its various works that has been 
placed in this district since before the 
war. This order was for twenty-one 
cranes and was taken entirely by the 
Morgan Engineering Co. of Alliance, 
Ohio. The cranes will be used in the 
new works and extensions to existing 
plants that are being built by the 
Wheeling Steel Corporation. 

The output of pig iron and semi-fin- 
ished steel in March will show a large 
increase over any previous month for 
considerably more than.a year. Labor 
is better employed and, as a whole, the 
condition and outlook,for the steel 
trade is far and away better than it 
has been for more than a year and a 
half. 

Both jobbers and retail hardware 
merchants report a big improvement 
in sales in March over February, and 
say there is more disposition on the 
part of consumers to buy in larger 
lots. This comes from the fact that 
prices are stronger on nearly all lines, 
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and there is some prospect that they 
may be higher before long. Stocks 
carried by both jobbers and retailers 
are low, and once a real buying move- 
ment gets under’ way it would very 
quickly assume large proportions. 
Hardware price changes in the past 
week have been few; in fact, this has 
been the case for some weeks past. 
Wood screws have been advanced, but 
there were a few slight reductions on 
some of the smaller hardware items. 
The advances in prices on steel will 
no doubt have the effect of firming up 
prices on hardware lines that are made 
from steel, and this has already oc- 
curred to some extent. The jobbing and 
retail hardware trade believes that it 
will be a good year, but that margins 
will be small. There will not be the 
heavy losses that were incurred last 
year, due to writing off inventory and 
from slow business that prevailed over 
practically the entire year. The out- 
look for spring trade is good and al- 
ready makers of some spring goods are 
getting behind in deliveries. Makers 
of baseballs are away back in ship- 
ments, and this promises to be a record 
year in sales of baseball goods. 
Automobile Accessories.—Dealers re- 
port a fair volume of new business. 
Prices on small accessories are fairly 
strong. Jobbers quote from _ stocks, 
f.o.b. Pittsburgh, about as follows: 
Miller Falls No. 145 Jacks, $4.75. Re- 
liable jacks, No. 1, $2.33; No. 2, $3.33, in 
lots of 12; Derf spark plugs, 96c. each for 
all sizes in lots less than 50; Champion X 
spark plugs, 45c. each for less than 100 and 
43c, each for over 100; Champion regular 


53c. each for less than 100, all sizes 50c. 
each for over 100. 


Axes.—Several local jobbers report 
that demand has increased some- 
what in the last few days. Prices are 
holding firm. 


Local jobbers now quote popular makes 
of axes as follows: Red Warrior, handled, 
single bitted, 314 to 4% Ib., $14.75 per doz.; 
4 lb. to 5 Ib., $15.25 per doz.; Red Warrior, 
double bitted, handled, 3% lb. to 4% Ib., 
$19.75 per doz.; 4 lb. to 5 Ib., $20.25 per 
doz.; Red Warrior, unhandled, singte pit- 
ted, 3% Ib. to 4% Ib., $11.50 per doz.; 4 lb. 
to 5 lb., $12 per doz.; Red Warrior, un- 
handled, double bitted, 3% to 4% Ib., $16.50 
per doz.; 4 lb. to 5 lb., $17.50 per doz, 


Baseballs —The new demand for 
baseballs is unprecedentedly heavy, and 
one jobber reports he has not yet re- 
ceived his full order for baseballs 
placed with a leading maker last fall. 
This year is expected to break all pre- 
vious records in sales of baseballs, 
mitts and other baseball supplies. Job- 
bers quote the American and National 
make of baseballs at $16 per doz., 
from stock. Prices on all grades of 
baseballs are lower this year than last. 

Bolts and Nuts.—New demand for 
nuts and bolts is possibly a little bet- 
ter, but is still far short of being large 
enough to give the makers full work. 
The trade is not buying ahead, orders 
being small and for current needs only. 
Carriage’ machine bolts are slightly 
lower and prices on the whole line are 
more or less shaded when a good order 
comes out. For large lots, either from 
makers’ or jobbers’ stocks, discounts 
are about as follows: 


Machine bolts, small, rolled threads, 70, 
10 and 10 per cent off list; machine bolts, 
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small, cut threads, 70, 10 and 10 per cent 
off list; machine bolts, larger and longer, 
70 and 10 per cent off list; carriage bolts, % 


in. x 6 in.: Smaller and_ shorter rofed 
threads, 70 and 10 per cent off list; cut 
threads, 70 per cent off list; longer and 
larger sizes, 70 per cent off list; lag bolts, 
70, 10 and 5 per cent off list; plow bolts, 
Nos. 1, 2 and 3 heads, 60 and 10 per cent 
off list; other style heads, 20 per cent ex- 
tra; machine bolts, c.p.c. and t. nuts, % 
in. x 4 in.: smaller and shorter, 65, 10 anda 
5 per cent off list; larger and longer sizes, 
65 and 10 per cent off list; hot pressed sq. 
or hex. blank nuts, $5.50 off list; hot press- 
ed nuts, tapped, $5.25 off list; c.p.c. and t. 
sq. or hex. blank nuts, $5.25 off list; c.p.c. 
and t. sq. or hex. blank nuts, tapped, $5.00 
off list; semi-finished hex. nuts: %4 in. to 
9/16 in. inclusive, 80, 10, 10 and 10 per cent 
off list; small sizes S. A. E., 80 and 10 
per cent off list; % in. to 1 in. inclusive, 
U. S. S. and S. A. E., 70, 10, 10 and 10 per 
cent off list; stove bolts in packages, 80 
and 3 tens and 5 per cent off list; stove 
bolts in bulk, 80. 3 tens and 2% per cent 
off list; tire bolts, 70, 10 and 5 per cent 
off list; track bolts, carloads, 3c. base; 
— bolts, less than carloads, 3.75c. to 4c. 
ase. 


Bicycles.—Jobbers report that deal- 
ers are placing orders more freely for 
bicycles, believing the demand will be 
better after the good weather comes, 
and which this week has been fine. Al- 
ready a good many wheels are seen in 
the streets and the outlook is for a 
good trade this season. Prices on the 
cheaper wheels are about $3 each less 
than last year. 


Fishing Tackle—The nimrods are 
starting to look up their fishing equip- 
ments and already there is some in- 
quiry for rods, flies and other goods. 
Prices on all kinds of tackle this year 
are lower than last year, especially on 
steel rods. 

Golf Supplies—In line with other 
sporting goods, trade in golf goods this 
year is expected to be away ahead of 
last year. Many of the popular 
makes of balls and clubs are cheaper 
than last year, and this will help their 
sale. Retailers that carry golf goods 
report that they are having a good de- 
mand, and the season is still early. 


Iron and Steel Bars.—Specifications 
against contracts for steel bars placed 
before the advance in prices are com- 
ing in freely. As yet the advance on 
steel bars to 1.50 cents made by some 
mills has not been well tried out, but 
the mills that made the advance are ad- 
hering strictly to 1.50 cents minimum, 
and say they have taken some small 
orders at that price. New orders for 
reinforcing steel bars rolled from bil- 
lets is fairly active and prices are 
firmer, the minimum of the market be- 
ing 1.50 cents at mill, in large lots. 
Reinforcing bars rolled from old rails 
are strong at about 1.40 cents at mill, 


Pittsburgh. 

We quote steel bars rolled from billets 
at 1.50c. to 1.60c.; reinforcing bars rolled 
from billets, 1.50c. to 1.60c. base; reinforc- 
ing bars, rolled from old rails, 1.45c. to 
1.50c.; refined iron bars, 2c. to 2.25¢c. m 


carloads f.o.b. mill, Pittsburgh. 

Rivets.—The activity in the struc- 
tural steel trade is reflected in a better 
demand for rivets, which are more 
active than for some time. Prices are 
firmer and there is no inclination on 
the part of makers to shade prices to 
get orders. In large lots at mill, prices 
are about as follows: 


Large structural and ship rivets, $2 to 
$2.10; large boiler rivets, $2.10 to $2.20; 
small rivets, 75 and 10 off list. Jobbers 
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charge the usual advances for small lots 
from stock over the above named prices. 


Paints.—The good weather of the 
past week has brought about a better 
demand for paints, brushes and other 
supplies. The “Save the Surface” cam- 
paign is bearing fruit and painting this 
season promises to be active. Prices are 
holding firm. 


Sheets.—Under date of March 22, the 
Wheeling Steel Products Co., Wheeling, 
W. Va., announces an advance of $3 
per ton on 28 gage black sheets, the 
same on 28 gage galvanized, and on 
No. 22 auto body sheets, this advance 
to become effective on April 1 next. No 
advance in prices was made in blue an- 
nealed or electrical sheets. This ad- 
vance in prices of sheets is due to an 
advance of $2 per ton just made in 
sheet bars, and also the heavy demand 
for sheets which has prevailed for some 
time. It will no doubt have the effect 
of stimulating orders for sheets against 
contracts placed at lower prices, and 
the fact that the advance does not go 
into effect until April 1 will give the 
trade that is not covered a chance to 
place their orders ahead, which no 
doubt they will do at present prices. 
As the advance of $3 per ton is not 
effective until April 1, we repeat our 
former prices, which, for delivery from 
jobbers’ stocks, f.o.b. Pittsburgh, are as 
follows: 

Blue annealed sheets, 2.75¢c. to 8c.: No. 
28 gage Bessemer black sheets, 3.25c. to 
3.50c., and No. 28 gage galvanized, 4.25c. 
to 4.50c. in small lots from store. Prices 


quoted depend largely on the size of the 
order. 


Vacuum’ Bottles—Under date of 
March 4, the Landers, Frary & Clark 
Co., New Britain, Conn., announced a 
slight reduction in prices on certain 
sizes of Universal vacuum bottles. 

Wire Cloth and Fencing.—The new 
demand for wire cloth is already quite 
heavy and will no doubt get heavier 
with a return of good, warm weather. 
Prices on wire cloth are holding firm 
at $2 per 100 sq. ft., for black and 
$2.45 for galvanized. The demand for 
field fence is also active and jobbers” 
stocks are moving out freely. Jobbers 
quote 65 per cent to their trade. 

Wire Products.—There is a fair run 
of orders for wire and wire nails, but 
for some reason the trade does not ag 
vet seem to be ready to buy ahead. 
Most orders are for prompt shipment, 
and stocks in dealers’ hands are low. 
There are no indications of an advance 
in prices as yet, but at the same time 
there is nothing in sight to indicate 
that the much talked of reduction is to 
be made. One large maker suggests 
that very soon the trade may ve ap- 
prised of an advance in prices of wire 
products, in line with the higher mar- 
ket on other steel products. Jobbers’ 
prices are firm and they look for a 
heavier demand to come when outside 
work starts actively, which will be be- 
fore long. 


Jobbers quote from stock. f.o.b. Pitts- 
burgh, as follows: Wire nails, $2.65 base 
per keg; galvanized, 1 in. and longer, in- 
cluding large head barbed roofing nails, 
taking an advance over this price of $1.25, 
and shorter than 1 in., $1.75; bright Bes- 
semer and basic wire, $2.50 per 100 Ib.; 
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annealed fence wire, Nos. 6 to 9, $2.50; gar- 
vanized wire, $3: galvanized barbed wire, 
$3.25; galvanized fence staples, $2.25; 
painted barbed wire, $2.75; polished fence 
staples, $1.75; cement coated nails, per 
count keg, $2.25 to $2.35; these prices be- 
ing subject to the usual advance for the 
smaller trade, all f.o.b. Pittsburgh, freight 


Office of HARDWARE AGB, 
604 Mercantile Library Bldg., 
Cincinnati, March 25. 


G FRING business is opening up in a 
W fairly satisfactory way, although 
the weather certainly has been against 
it. There is a pronounced tendency on 
the part of dealers to increase the size 
of their orders and this is making for 
much better business. The farming 
trade, however, is somewhat back- 
ward, due no doubt to the very unsea- 
sonable weather experienced during 
the past two weeks. 

The trade has about made up its 
mind that prices have reached the bot- 
tom for the time being, and while they 
expect some price reductions to be 
made from time to time, they do not 
look for any radical declines. Very 
few prices changes were announced 
during the past two weeks and it seems, 
if one is to judge from the state- 
ments made by factory representa- 
tives, that the price situation for the 
time being has become pretty well sta- 
bilized. 

A few weeks of seasonable weather 
is all that is needed to give the hard- 
ware trade a big spurt. This is par- 
ticularly true of the automobile acces- 
sories branch, which has been moving 
only fairly well to date, as local con- 
ditions pretty well govern the demand. 
The building industry in Cincinnati and 
vicinity bids fair to enjoy the greatest 
season in its history and what this 
means to the hardware dealer in the 
way of sales of builders’ hardware, 
paints and house furnishings can eas- 
ily be imagined. 

Another encouraging sign of better 
business in prospect is the fact that 
the factory trade is picking up very 
well. During the first two weeks of 
the month supply houses report the 
orders from this source to be the best 
for a similar period in over a year, 
and while during the past two weeks 
the demand has slackened off some- 
what, the prospects for the future are 
certainly more encouraging. 

Axes.—The recent price reduction 
has brought out quite a number of or- 
ders for fall delivery, as the trade is 
now convinced that prices are pretty 
well stabilized, and they do not look 
for any changes of importance to be 
made before the first of next year. 


Automobile Accessories. — Spring 
business has opened up fairly well, but 
a steady period of fine weather is the 
one thing needed to give the accessory 
business the necessary punch to carry 
it well into the summer months. A fea- 
ture of the week was the increased de- 
mand for tires and tubes. This is prob- 
ably accounted for by the rumors that 
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added to point of delivery, terms 60 days 
net, less 2 per cent off for cash in 10 days. 
Discounts on woven-wire fencing are 68 
to 70% per cent off list for carload lots. 
67 to 69% per cent for 1000-rod lots, and 
66 to 68% per cent for small lots, f.o.b. 
Pittsburgh. 


Wood Screws.—The American Screw 


CINCINNATI 


tire prices will shortly take an advance, 
as it is said now that practically all 
producers are operating at a loss. Lo- 
cal conditions have a great deal to do 
with the automobile accessory business 
at the present time. There is still a 
big demand for parking lamps and 
headlight lenses from districts where 
parking laws and headlight laws- are 
being rigidly enforced. Dealers are 
also showing some interest in summer 
accessories, such as lunch kits, tire car- 
riers, luggage carriers and other com- 
forts needed when the touring season 
opens. The price situation on accesso- 
ries is now said to be very well stabil- 
ized and, while minor changes are be- 
ing made from time to time, there is 
no prospect of a general reduction in 
prices. 

Bathroom Fixtures.—The number of 
new houses being erected has created 
quite a demand for bathroom fixtures, 
and the hardware dealer is very well 
pleased at the volume offering. Some 
minor price adjustments are being 
made by local jobbers, but these are 
so slight as to be more or less incon- 
sequential. 

Builders’ Hardware.—The demand is 
very good with both jobbers and deal- 
ers and the prospects for the year are 
the brightest in the history of the 
trade. There is a heavy building pro- 
gram being carried out in the Cincin- 
nati district and this bids fair to in- 


crease as the spring and summer 
advance. Prices are firm and_ un- 
changed. 


Bolts and Nuts.—Rumors of advances 
in bolt and nut prices are heard on all 
sides and it would not be surprising if 
within the next week or two prices 
woud be up from 5 to 15 per cent. The 
demand is getting better and jobbers 
are well pleased with the prospects. 


There have been no recent price 
changes. 

We quote from Cincinnati jobbers’ 
stocks: Machine bolts, small sizes, 70 and 


5 off, larger sizes, 60, 10 and 5 off; stove 
bolts, 80 off; carriage bolts, small sizes, 
60, 10 and 5 off, large sizes, 60 off; semi- 
finished nuts, 9/16 and smaller, 80, 10 and 
10 off, larger sizes, 75, 10 and 10 off. 
Drills and Taps.—There is a notice- 
able improvement in the demand for 


drills and taps, coming particularly 


from the structural iron field. Prices 
are unchanged. 

We quote from Cincinnati jobbers’ 
stocks: Carbon drills, 60 and 5 off; high 
speed drills, 35 and 5 off. 


Eaves Trough and Conductor Pipe. 
—The past two weeks have shown a 
steady increase in the sales of pipe and 
the prospects for the season were never 
better. Seasonable weather is expected 
to further increase sales. Prices are 
unchanged. 


75 


Co., the Atlantic Screw Works and 
other large makers announce an ad- 
vance of 25 per cent on all sizes of 
wood screws. It is claimed that former 
prices were too low and did not permit 
of a profit to the makers. 


We quote from Cincinnati jobbers’ 
stocks: 28 ga. 5-in. eaves trough, $4.00 per 
100 ft.; 28 ga. 3-in. corrugated conductor 
pipe, $4.00 per 100 ft. 3-in. corrugated con- 


ductor elbows, $1.51 per doz. 

Farming Tool Handles.—The demand 
for farming tool handles is fairly good, 
but spring business is not yet in full 
swing. Dealers, however, have placed 
some nice orders in anticipation of a 
fair season. Prices are firm and un- 


changed. 
We quote from Cincinnati jobbers’ 
stocks: Straight hay forks, 5% ft., $3.lu 


per doz; 6 ft., $4 per doz.; 7 ft., $6 per doz.; 
bent hay forks, 5% ft., $3.65 per doz.; 6 ft., 
$4.65 per doz.; long manure forks, $2.65 per 
doz.; same with straps, $4.65 per doz.; D 
shovel handles, $4.45 per doz.; D spade 
handles, $4.25 per doz.; cotton hoe handles, 
$2.15 per doz.; rake handles, $2 per doz. 

Files.—A slight reduction has been 
made in file prices by local jobbers. 
The demand is increasing steadily. Lo- 
cal jobbers quote all makes of files at 
65 and 10 off. 

Glass—The demand for window 
glass is very good and the prospects 
are that the season will be one of the 
best experienced in many years. De- 
spite reports that window glass prices 
are too high and that there has been 
some restriction of output, local job- 
bers state that present prices are as 
near the bottom as it is possible to 
bring them and they are not looking 
for any reduction in the immediate fu- 
ture. Local jobbers are quoting window 
glass at 85 per cent discount. 


Galvanized Ware.—The demand for 
galvanized ware is showing a very de- 
cided improvement. There have been 
no further price changes and none are 
expected in the immediate future, par- 
ticuarly as reports are current that 


prices of galvanized sheets will 
shortly be advanced by the mills. 

We quote from Cincinnati jobbers’ 
stocks: Galvanized pails, 10 qt., $2.00 per 
doz.; 12-qt. $2.25 per doz.: 14-qt. $2.50 per 


doz.; 16-qt. $3.25 per doz.; galvanized tubs, 
No. 0, $4.75 per doz.; No. 1, $5.75 per doz.; 
No. 2, $6.50 per doz.; No. 3, $7.60 per doz. 

Garden Hose.—There is a fair de- 
mand for garden hose at the present 
time, and while some few orders have 
already been placed, the bulk of the 
business is yet to come in. Prices are 
approximately 10 per cent lower than 
last year. gs 


We quote from Cincinnati jobbers’ 
stocks: Molded hose, in 500 ft. coils, % in. 
8i4c. per ft.; 5% in., 9¥ec. per ft.; % in., 
10%ec. per ft.; % in. 6-ply in 50 foot coils, 
10%c. per ft.; %in. 6-ply, in 50 ft. coils, 
12%c. per ft. 


Garden Tools.—While jobbers report 
a fair number of orders for garden 
tools, the bulk of this business is yet 
to be placed. Prices are unchanged. 

Lawn Mowers.—Orders for lawn 
mowers are coming in nicely and this 
year bids fair to be a repetition of last 
year in so far as sales are concerned. 
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the quotations applying last fall still 
being in effect, with no immediate pros- 
pects of a reduction. 

We quote from Cincinnati jobbers’ 
stocks: Cheap lawnmowers, 12-in. $4.70 
each; 14-in. $4.95 ea.; 16-in. $5.20 ea.; me- 
dium bearing, 14-in. $7.50 ea., 16-in. $7.75 
ea.; better grade, ball bearing, 14-in. $8.00 
ea., 16-in. $8.35 ea., 18-in. $8.75 ea.; five- 
knife high wheel ball bearing, 16-in. $11.25 
ea., 18-in. $11.75 ea., 20-in. $12.25 ea. 

- Linseed Oil.—Jobbers report sales as 
excellent, with prices very firm. Lin- 
seed oil is quoted to-day in carload lots 
at 95 cents per gallon. 

Mixed Paints.—Jobbers report busi- 
ness as booming and that to date this 
season sales are far ahead of last year, 
which was certainly a banner year. 
Prices are firm, ready mixed house 
paints being quoted at $3.60 per gallon. 

Mrs. Potts’ Irons.—An advance of 10 
cents a set has been made in Mrs. 
Potts’ nickel-plated irons, and these are 
now quoted at $1.45 a set. 

Nails.—The demand for nails contin- 
ves to show improvement. There are 
rumors that prices on nails will shortly 
be advanced to $2.50 per keg, Pitts- 
burgh base, but these are difficult of 


confirmation. No further price 
changes are reported. 

We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $2.75 per keg, 
base; cement coated nails, $2.30 per keg. 


Pattern Makers’ Supplies.—There is 
a very good demand for pattern ma- 
kers’ supplies and local jobbers see in 
this an indication of returning activ- 
ity in industrial plants. 

Post Hole Diggers.—A reduction has 
been made on the Hercules line of post 
hole diggers and these are now quoted 
by local jobbers at $15 per dozen. 

Poultry Netting.—There is an _ in- 
creased demand for poultry netting and 
jobbers expect a very good season. 
There have been no further price 
changes and none are anticipated for 
the time being. 


Office of H ARDWARE AGE, 
3727 Colfax Ave., So., 
Minneapolis, Minn., March 25. 
ARDWARE market conditions con- 
tinue to show a gradual and steady 
improvement with the approach of the 
spring season. 

There is a particularly noticeable 
improvement in the sales of tools for 
carpenters’ and mechanics’ use, indicat- 
ing that construction work is getting 
under way or in immediate prospect. 

Jobbers report that more interest is 
being shown in seasonable lines, and 
that the volume of business received 
is improving gradually. 

There is considerable improvement in 
demand for roller skates and coaster 
wagons for children’s use, and these 
items should find ready sale for the 
next few weeks. 

Builders’ Hardware.—Sales are be- 
ginning to show signs of improvement 
and are expected to develop rapidly 
during the next few weeks. 
Axes.—There is little more interest 


Prices on lawn mowers are unchanged, 
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Jobbers quote, f.o.b. Cincinnati: poultry 
netting, galvanized before weaving, 50 and 
10 off; galvanized after weaving, 50 off. 

Rivets.—There is an increased de- 
mand for rivets, the structural iron 
workers in particular being good buy- 


ers. Prices are unchanged, local job- 
bers quoting 70 off. 
Roller Skates—Jobbers report a 


heavy demand for roller skates, sales 
during the past two weeks being the 
heaviest for many years. 

Cincinnati jobbers’ 
skates, ball bearing, 
roller skates, ball bearing, 

Rope.—Steady improvement is no- 
ticed in the demand for rope, with 
prices holding firm. 


quote: Boys’ roller 
$1.59 per pair; giris 
$1.68 per pair. 


We quote from Cincinnati jobbers 
stocks: Manila rope, 18%c. per lb.; sisal, 
11%c. per lb. 

Refrigerators.—Some orders have 


already been booked for refrigerators 
and with the coming of warmer weather 
it is expected that the demand will be 
greatly increased. Prices on refriger- 
ators are approximately 25 per cent 
Jower than last year and this is ex- 
pected to have a stimulating effect on 
sales. 


Roofing Paper—The demand for 
roofing paper is on the increase and 
jobbers report their sales as very fair. 
Nothing has developed in regard to 
price changes, but it is now rumored 
that April 1 will see an advance made 
by manufacturers. 

We quote from Cincinnati jobbers’ 
stocks: Extra quality roofing paper, light, 
$1.50 per square, medium, $190 per square, 
heavy, $2.30 per square: extra quality, min- 
eral surface, red or green, $1.90 per square. 

Screen Doors and Windows.—Some 
very fair orders have already been 
placed for screen doors and windows 
and with the number of new buildings 
to be equipped the demand is expected 
te continue all through the summer. 
Prices are being well maintained. 

We 


stocks: 


quote from 
Screen doors, 


Cincinnati jobbers’ 
common, 2-10 x 6-10, 


TWIN CITIES 


being shown in this line. 
as last quoted. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Single bit axes, $11.50; double 
bit, $16.50 per doz., base weights. 

Bolts.—Sales of bolts continue to im- 
prove, although the total sales have 
not reached a large volume as yet. 
Prices remain unchanged. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Small carriage bolts, 60-10 per 
cent: large carriage bolts, 60 per cent; 
small machine bolts, 60-10-10 per cent; 
large machine bolts, 60-5 per cent; stove 
bolts, 80 per cent; lag screws, 65 per cent. 

Brads.—Sales of brads are of fair 
volume and are showing improvement. 
Prices remain as for some time past. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Brads in bulk, 75-10 per cent; 
in one pound packages, 75 per cent. 

Churns.—Jobbers report some im- 
provement in demand from dealers pre- 
paring for the spring trade. No price 
changes have been reported. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Belle, barrel type, churns, 
40-5 per cent from list. 


Clipping and Shearing Machines.—It 


Prices remain 
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.00 per doz.; 2-10 x 7 ft. $20.50 per doz.; 
t. x 7 ft. $21.00 per doz. Medium fancy, 
-10 x 6-10, $28.25 per doz.; 2-10 x 7, $28.50; 
x 7 ft. $29.25. High grade, 2-10 x 6-10, 
2-10 x 7, $46.75, 3 x 7%, 
Screen windows, extension type, 
24 x 37, $6.40 per doz.; 30 x 37, $8.00 per 
doz.; 36 x 37, $9.25 per doz. 


Sporting Goods.—There is a very fair 
demand for sporting goods, particu- 
larly baseball goods and fishing tackle, 
No price changes are reported. 


Sash Cord and Sash Weights.—The 
demand continues strong, with prices 
firm and unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Silver Lake cord, No. 8, 58c. per 
lb.; Franklin, No. 8, 36c. per Ib. Cast iron 
sash weights, $1.85 per 100 Ibs. 


Stove Pipe.—Jobbers report some be- 
lated orders for stove pipe during the 
week and also some interest being 
shown in pipe for fall delivery. 

Turpentine.—The demand for turpen- 
tine is very good, with prices firm at 
95 cents per gallon in carload lots. 

Washing Machines.—Jobbers report 
some interest being taken in washing 
machines, with power machines hav- 
ing a greater call than ever. 


Wire Cloth—Wire cloth is moving 
very well and jobbers’ stocks are in 
good shape to take care of all demands. 
It is not anticipated that there will 
be a shortage this year. 

We quote from Cincinnati jobbers’ 
stocks: Black painted wire cloth, 12-mesh, 
$1.90 per 100 sq. ft. 

Wheelbarrows.—Following the reduc- 
tion reported last week of steel tray 
barrows, manufacturers of wooden 
wheelbarrows have also made substan- 
tial reductions in prices. The demand 
is heavy. 


We quote from Cincinnati jobbers’ 
stocks. Pan tray wheelbarrows, $5.25 each; 
contractors’ barrows, $5.80 each; concrete 
barrows, $6.25 each; wooden wheelbarrows, 
full bolted, $2.85 each. 


Wire Products.—The demand for 
wire products is showing a slight in- 
crease, with prices unchanged from 
previous quotations. 


is a little early for any retail demand, 
but this should develop within the next 
few weeks. Prices remain as last 
quoted. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: No. 1 Stewart Hand Clipper, 
35. Stewart No. 8 Hand Shearing machine, 


Eaves Trough, Conductor Pipe and 
Elbows.—Retail sales are very light, as 
it is a little early for any demand to 
develop. Prices are the same. 


We quote from jobbers’ stocks, %. °. b 
Twin Cities: Eaves trough, 28 ga., 5 in., lap 
joint, single bead, $4.50 per 100 3 3 in. 


corrugated, $4.50 
corrugated, $1.63 


conductor pipe, 28 ga., 
per 100 ft.; elbows, 3 in., 
per doz. 


Files.—Sales continue to show a grad- 
ual improvement, and jobbers’ stocks 
are in good condition, Prices remain 
unchanged. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Nicholson files, 60-5 per cent; 
Arcade files, 70-2% per cent; Disston files, 
70-10 per cent. 


Galvanized Ware.—Demand remains 
rather inactive as for some time past, 
and prices remain as last quoted. 
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We quote from jobbers’ stocks, f.0.b. 
Twin Cities: Galvanized tubs, No. 1, $6.10 
per doz.; No. 2, $6.85; No. 3, $8; heavy 
galvanized, No. 1, $12; No. 2, $18; No. 3, 
$15; standard 10 quart galvanized pails, 
$2.15 per doz.; 12 quart, $2.35; 14 quart, 
$2.70; standard 16 quart stock pails, $4.25; 
18 quart, $4.80; heavy stock pails, 16 quart, 
$6; 18 quart, $7.35. 


Glass and Putty.—There is a little 
more interest being shown in these 
items. Prices remain as last quoted. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Single strength glass, 84 per 
cent; double strength glass, 85 per cent, 
from standard lists. Putty in 50 lb. drums, 
$4.40 per cwt.; 25 Ib. drums, $4.55 per 
cwt. 


Hose.—It is too early in season for 
any retail demand to develop. Prices 
have not been changed. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Five ply, 3.4 inch, 114c. per 
foot; 3 ply, competition hose, 9c. per foot. 

Ice Cream Freezers.—Some interest 
is being shown in this line, but few 
sales can be expected until warmer 
weather. Prices remain as last quoted. 


We quote from jobbers’ stocks, f.o.b. Twin 
Cities: White Mountain freezers, 4 quart, 
$4.13 eéach; 8 quart, $6.75 each. 


Lawn Mowers.—There is no consumer 
demand at this season, but the future 
market looks good. Prices remain as 
first announced. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Philadelphia lawn mowers, 
Style C and E, 30 per cent: style A and 
K, 25 per cent from standard lists: River- 
side ball bearing, 16 inch, $8.35 each. 

Milk Cans.—Sales of milk cans are 
showing gradual improvement and 
prices remain unchanged. 

Nails—There is some improvement 
in the retail demand for nails, and a 
good volume of business is expected. 
There has been no further change since 
the last report. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Standard wire nails, $3.35 
base; Cement coated nails, $2.89 base. 


Paper.—The demand for building 
papers is increasing, and a good volume 
of business is expected throughout the 
building season. Prices remain sta- 
tionary. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: No. 2 tarred felt, $2.57 per 
ewt.; string felt, $1.42 per cwt.; red rosin 
sheathing, $2.44 per cwt. 


Planters.—There is no consumer de- 
mand as yet, and none can be expected 


Death of William H. Bliss 


William H. Bliss, secretary Wiebusch 
& Hilger, Ltd., New York City, died 
recently. He had been connected with 
the company for the past forty years 
and was well known in trade circles. 
He was active and at his desk daily 
until a week previous to his death. 








Franklin G. Smith, president and 
general manager the Osborn Mfg. Co., 
Cleveland, has returned from a two 
month’s business trip in European 
countries. 


New Mirro Catalog 
The Aluminum Goods Mfg. Co., 
Manitowoc, Wis., has issued a new 
catalog featuring the Mirro line of 
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for at least another month. Prices re- 
main as first announced. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Acme potato planters, $6.75; 
Acme corn plasters, $9.75. 


Poultry Netting.—Some interest is 
beginning to be shown in this line, and 
a good volume of business is expected 
to develop shortly. Prices are the same. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Hexagon poultry netting, 55 
per cent from standard lists. 


Rope——The improvement in rope 
sales continues and an average amount 
of spring business is expected. Prices 
remain unchanged, 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Pure manila rope, 19%4c. per 
lb. base; pure sisal rope, 16%c. per lb. base. 


Sandpaper.—Sales of sandpaper con- 
tinue to be of fair volume, and a grad- 
ual improvement is expected as build- 
ing season gets under way. Prices are 
the same. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Best grade, No. 1, at $7.20 per 
ream; second grade, No. 1, at $6.50 per 
ream; No. 1 garnet paper, $15 per ream. 


Sash Cords.—Retail sales at present 
are of small volume, but considerable 
interest is being shown in the line by 
contractors for future delivery. Prices 
are firm. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Best grades, 65c. per Ib.; 
ordinary grades, 36c. per Ib. 


Sash Weights.—There is very little 
retail demand at the present time. 
Prices remain as last quoted. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: $2.20 per cwt. 

Screen Doors and Window Screens.— 
There is an excellent outlook for busi- 
ness in screen doors and windows as 
soon as the season opens. Prices are 
firm. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Common screen doors, 2-8 x 
6-8, $20.95 per doz.; fancy screen doors, 
2-8 x 6-8, $35.40 per doz.; Sherwood adjust- 
able window screens, 24-in., $7.05 per doz.; 
Wabash extension, 24-in., $6.20 per doz 


Screws.—Sales of wood screws con- 
tinue to show a steady improvement 
and a good volume of business is ex- 
pected to develop, Prices remain as last 


quoted. 
We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Flat head bright screws, 85-5 


per cent; round head blued screws, 82% per 





aluminum cooking utensils. An inter- 
esting feature of this book is an illus- 
trated story telling the various stages 
in the production of Mirro products. 
This catalog is known as No. 25. 


Metropolitan Association Pro- 
tests Against Soldiers’ Bonus 


At the meeting of the Metropolitan 
Hardware Association, held at the 
Hardware Club, New York City, on 
March 24, the following resolution was 
unanimously adopted: 

WHEREAS, while we approve of every 
means being adopted that is reasonable 
and practicable of lending aid and com- 
fort to wounded or disabled veterans 
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cent; flat head japanned screws, 77% per 
cent; flat head brass screws, 80-5 per cent; 
round head brass screws, 77% per cent. 


Snaths.—There is no retail demand 
at this time. Prices remain the same. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Scythe snaths, $14 per doz.; 
bush snaths, $16.25 per doz. 


Solder.—Sales of solder continue to 
be only of fair volume, and prices are 
stationary. 

We quote from jobbers’ stocks, .b. 

Cc. 


f.o 
Twin Cities: Half and half solder, 23% 
per lb 


Steel Sheets.—There is a slight im- 
provement in the demand for steel 
sheets, but the total volume of business 
remains very small. Prices remain as 
last quoted. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: 28 gage galvanized sheets, 
$5.25 per cwt.; 28 gage black sheets, $4.25. 

Tacks.—Sales of tacks are for the 
most part of very small volume. Prices 
remain unchanged. , 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: American cut, 8 oz., 60c. per 
doz. packages; tinned carpet, 8 oz., 60c.; 
oe 8 oz., 65c.; double point, 11 
0z., 36c. 


Tin Plate.—Sales of tin plate remain 
of fair volume, but are showing a grad- 
ual improvement. Prices are the same. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Furnace coke, ICL, 20 x 28, 
$13.55; roofing tin, IC, 20 x 28, 8-lb. coat- 
ing, $13.50. 


Wheelbarrows.—Sales of wheelbar- 
rows for contractors’ use are showing 
improvement and should gain rapidly 
during the early part of the building 
season. Prices remain as last given. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Wood stave, fully bolted, $36 
per doz.; No. 1 tubular steel, $6.35 each; 
No. 1 garden, $5.40 each. 


Wire Cloth.—There is no retail de- 
mand as yet, but this should develop 
within the next few weeks. Prices 
remain as first announced. 

Wire.—Sales are beginning to im- 
prove and should increase rapidly dur- 
ing the next few weeks. There have 
been no further price changes since the 


last report. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Barbed wire, painted cattle, 
89 rod spools, $2.87; galvanized cattle, 
$3.26; painted hog wire, $3.07; galvanized 
hog wire, $3.49; Smooth black annealed No. 
9, $3.20 per ewt.: Smooth galvanized an- 
nealed, $3.70 per cwt. 


of the late war, we do most emphati- 
cally disapprove of any bonus in cash 
or other form being given to veterans 
of the World War, therefore be it 

RESOLVED that we go on record on 
protesting against a bonus as suggested 
and that a copy of this resolution be 
forwarded to President Harding, Vice- 
President Coolidge and Senator James 
E. Watson. 


The National Stamping and Electric 
Works are moving to their new plant 
at 3212 West Lake Street, Chicago. The 
new quarters will give about twice the 
capacity they formerly had. The same 
lines will be manufactured as before, 
and they will also make the White Cross 
line of electrical specialties. 
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Abner Avery Bevin Dies 


Abner Avery Bevin, president Bevin 
Bros. Mfg. Co., East Hampton, Conn., 
died recently at the age of seventy- 
eight. He was a very active man in 
civic and church work in his town and 
was a member of many clubs and 
lodges. During the Civil War he 
served under Gen. Burnside and was 





Abner Avery Bevin 


promoted to the rank of lieutenant for 
bravery in action. 

The town of East Hampton sus- 
pended business the day of his funeral. 


Death of Henry A. Laughlin 


Henry A. Laughlin, one of the pio- 
neers of the iron and steel industries 
in the United States, died March 22 at 
his home in Chestnut Hill, a suburb of 
Philadelphia. He was eighty-four 
years old and had retired from active 
business twenty-two years ago. 

Graduating from Brown University 
in 1860, Mr. Laughlin entered the firm 
of Jones & Laughlin at Pittsburgh. 
Later he became chairman of Laughlin 
& Co., Ltd., which position he retained 
until that concern was absorbed by 
the Jones & Laughlin Steel Company. 
He was a director in the last named 
company when he retired in 1900. 

Mr. Laughlin had given large sums 
to charitable and educational institu- 
tions, his latest gift having been the 
endowment of the “Chair of the Presi- 
dent” at the Princeton Theological 
Seminary. 


James A. Doughty Passes Away 

James A. Doughty, president Tor- 
rington Mfg. Co., Torrington, Conn., 
died of heart failure at his home 
March 15. Mr, Doughty was very well 
known in industrial activities of the 
New England States, and held official 
positions with several concerns. He 
also served as an Official of the Amer- 


N. 


ican Brass Co., Waterbury, Conn., for 
a number of years. He was seventy- 
one years of age. 


Allen Has Black & Decker Chi- 
cago Branch 


W. C. Allen, former manager of the 
Black & Decker Philadelphia branch, 
and subsequently special representa- 
tive, has been made branch manager of 
the Black & Decker Chicago territory, 
which takes in the states: Wisconsin, 
Illinois, Missouri, Iowa, Minnesota and 
North Dakota. 

Mr. Allen has made quite a reputa- 
tion as a merchandiser. He has been 
a jobber’s salesman, was connected with 
the Manley Mfg. Co., as assistant- 
sales manager, and has been associated 
with the Black & Decker Mfg. Co. for 
about three years. 

Announcement has also been made 
that the Cleveland office of the Black 
& Decker Mfg. Co., which was located 
at 6225 Carnegie Avenue has been re- 
moved to 2030 East 22d Street. This 
office is in charge of Dan Paul, form- 
erly manager of the company’s Pitts- 
burgh office, and is one of the largest 
of the firm’s territories. 


Acme Opens New York Office 


The Acme Level & Mfg. Co., Arch- 
bold, Ohio, has opened an office and 
sample room at 117 Chambers Street, 
New York City, in charge of Harmon 
& Dixon. The display will include 
Acme steel and wood levels, Herrick 
revolving tool racks, and Dunbar all- 
purpose racks. 


Carborundum Co. Promotes 
Fowler 


Harry Fowler has been appointed 
district sales manager in the Cincin- 
nati territory for the Carborundum Co., 
Niagara Falls, N. Y. He _ succeeds 
Charles R. Cox, who has been trans- 
ferred to the main office, to take up 
duties on sales statistical work. This 
change becomes effective July 1, 1922. 


Wood to Represent Firms on 
Coast 


C. Edward Wood has been appointed 
direct factory sales representative for 
the Jacobs’ Bros. Co., Inc., Brooklyn, 
Y. Mr. Wood has formerly been 
connected with the Peck, Stow & Wil- 
cox Co., Southington, Conn., the Bon- 
ney Forge & Tool Works, Allentown, 
Pa., and the Spreke Sales Co., San 
Francisco, Cal. Mr. Wood will main- 
tain two offices in California located in 
San Francisco and Los Angeles. 


Reading matter continued on page 80 


Death of Charles H. Bolles 


Charles H. Bolles, retired member 
of the firm of Bolles & White, whole- 
sale hardware firm, Boston, Mass., died 
recently at his home in Charlestown, 
Mass. Mr. Bolles was connected with 
the wholesale hardware business in 
Boston from 1861 until he retired fif- 
teen years ago. His first position was 
with Benjamin Callender & Co., which 
afterward became known as Bolles & 
White. 


Devoe & Raynolds Promotions 


Elliot S. Phillips has recently been 
elected a vice-president of Devoe & 
Raynolds Co., Ine., New York City. 
He will also act as general manager of 
the eastern division of the company’s 
business. The western division will be 
in charge of Vice-President Clarence 
A. Campbell, who will likewise be a 
general manager. Both of these men 
will be accountable and under the sole 
direction of the president of the com- 
pany. 


Lindsay Heads Sales for Pratt 


& Lambert 


R. W. Lindsay, for the past four 
years manager of industrial sales, Pratt 
& Lambert, Inc., Buffalo, N. Y., has 
been made sales manager. In the 
future, he will continue in charge of 





R. W. Lindsay 


industrial sales and take on added 
duties in trade sales work, being located 
as formerly, at Buffalo. 

Mr. Lindsay has been with the com- 
pany for thirteen years and is well 
qualified to fill the important position 
to which he has been advanced. 








Charles P. Gallager, 296 Broadway, 
New York City, has been appointed 
New England representative for the 
Union Tool Chest Co., Inc., Rochester, 
iN. ¥. 
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Think of the time 


these garage sets will save you 


MCKINNEY 


Hinges and Butts 
and Hardware 


Also door hangers and 
track, door bolts and 
latches, sheif-brackets, 
window and screen hard- 
ware, cabinet hardware, 
steel door mats and 
wrought specialties, 


ELLING a man a complete set of 

McKinney Garage Door Hardware 
is as simple and quick an operation as 
selling him a hammer or a screw driver 
—no matter how elaborate the doors 
of his garage are going to be. 

As soon as he explains to you what 
kind of a door he is going to have for 
his garage, you hand him the box con- 
taining the McKinney Garage Door 
Hardware Set which will enable him to 
hang and operate that kind of a door. 

You don’t have to’ spend a lot of time 
thinking about what hardware he will 
need, nor trot all over the store as- 
sembling it. You don’t have to figure 
up prices, you don’t have to wrap any- 


thing up. You don’t undergo any mental 
agonies worrying about whether you for- 
got something. Everything needed is in 
the McKinney Box—from track to 
screws. And every article is the highest 
grade hardware— McKinney made. 

If your customer isn’t sure just what 
kind of a door he wants, your McKinney 
Garage Door Book will come in mighty 
helpful to both of you. It shows pic- 
tures and working plans of all kinds of 
garage doors, together with the special 
box of McKinney Hardware which goes 
with each door. Write us for this book. 
When it comes, fasten it to your counter 
where it will actually help you sell 
garage sets. . 


MCKINNEY 
Complete Garage Door Sets 


McKINNEY MANUFACTURING COMPANY, Pittsburgh 


Western Office, Wrigley Bldg., Chicago 


Export Representation 
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NEW GOODS AND NOVELTIES 


Products Being Placed on the Market by Hardware Manufacturers 
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New Phone Holder 


A telephone instrument is frequently 
in the way on desk or table and likely to 
be knocked over and broken. A device 
has been perfected, known as the “‘D-B 
Phone Holder,” which entirely frees the 
desk or table for other uses by providing 
a wall bracket support for the regular 
desk set ’phone with cord. The cord is 





D-B Telephone Holder 


thus out of the way where it will not 
be tripped over and the desk or table 
kept free and unencumbered. 

It also enables the convenient use of 
one telephone between two desks and has 
other conveniences and_ refinements. 
For instance, a nickeled coin or slug 
holder is provided and a _ loose-leaf 
memorandum pad and pencil holder are 
parts of the device. 

Apartment owners will appreciate 
the feature of this phone holder, which 
locates the ’phone in a permanent posi- 
tion and removes the necessity for any 
table or desk where space is limited. 

It is securely held in place by very 
strong screws, being made of 20 gage 
steel, finished to match any trim. It 
will support.a weight of 100 pounds. 

This “D-B” ’phone holder is being 
placed on the market by W. I. Denny, 
654 West Lake Street, Chicago, IIl. 


New Washing Machine 
The Cadillac Washing Machine Co., 
of Chicago, offer the Cadillac Junior, a 


three sheet cabinet electric machine, 
with folding, swinging wringer, which 


is the most noteworthy achievement in 
domestic appliances ever offered to the 
housewives of America. 

Externally, the Cadillac Junior is a 
smooth, sightly steel cabinet, 17% by 
18% inches and 34% inches high, fin- 
ished in snowy white enamel and 
mounted on easy rolling felt castors, 
2 in. in diameter. The top is perfectly 
level and there are no projections of 
any kind. It is not only compact in 
size, permitting it to be kept in bath- 
room or kitchen, but the beauty of its 
finish makes it a sightly article of fur- 
niture. 

Mechanically, it is constructed with 
as high a degree of skill as a fine auto- 
mobile. The motor is Westinghouse. 
The entire operating mechanism is as- 
sembled as a unit and mounted on a 
solid cast base. This unit mounting, 
successfully used in thousands of auto- 
mobiles, prevents distortion, excessive 
friction and breakdowns. All gears 
and clutches are inclosed in a gear 
case, filled with hard oil. All bearings 
are oversize, with automatic lubrica- 
tion. 











Using Cadillac Junior 


All controls are grouped together at 
the top of the machine, but are con- 
cealed by the cover when not in use. 
The control levers are of steel, instead 
of the usual brittle cast iron. All 
drives are cold rolled steel shafting, 
and all gears are cut from alloy steel, 
heat treated and hardened. The cylin- 
der, of the oscillating type, is made of 
copper. The frame is recessed, to per- 
mit easy draining into pail or toilet. 


Reading matter continued on page 82 





The wringer folds under the cover out 
of sight when not in use, and can be 
swung and locked in four positions. It 
has a non-rusting metal frame, com- 
pletely encasing the springs as well as 
the moving parts. 





Lawn Edger 

S. L. Allen & Co., Inc., have brought 
out this season a simple and effective 
grass edger. It consists of a 6-inch re- 
volving disc attached to a roller, the 
extremely simple frame being double- 











Using Planet Jr. No. 2 Edger 


bolted to a stout, wooden handle ending 
in a semi-wheel-hoe grip. A slight ad- 
justment for short or tall people is 
allowed. 

This Planet, Jr., No. 2 Edger can be 
used on walks of cement, stone or brick. 
It is said to do more precise work 
much faster than a spade or sod cutter. 


Adjustable Window Screen 


The Foster Screen Co., Inc., 391-398 
Mulberry Street, Newark, N. J., is 
placing on the market their patented, 
adjustable, one-piece, wirecloth, all- 
metal window screen known as the 
“Buyus” Adjustable Screen. 

The screen is of novel construction, 
being equipped with a telescopic metal 
frame, reinforced with crossbars run- 
ning diagonally to the four corners, 
giving permanent rigidity and lasting 
strength by eliminating screws, nails 
and rivets. 

To operate the Buyus screen is sim- 
ple. The screening is so deposited on 
the frame as to permit an expansion or 
contraction, either vertically or horizon- 
tally of from four to ten inches, de- 
pending on the size of the screen. To 
fit the screen to the window requires 
merely that it be placed in position 
and the window closing upon it shapes 
the screen perfectly into the casement. 
To remove it, the frame is pressed from 
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ri Largest Namaaeomanee Plant os its Kind in the World | 





These principles built this plant 


Believing that our business is primarily to serve the hardware dealer 
by making good hardware and that making money is a natural result 
of good service, we adhere strictly to the following principles in the 


entire conduct of our business. 
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ad- @ To leave nothing undone that care, the community through the distribution 
= skill and effort can suggest toward mak- _—_ of dependable hardware. 
be ing dependable hardware. @ To price our merchandise fairly and 
ck. —_ tad P said . cs 
ork @ Never to sacrifice dependability for to advertise it truthfully. 
er. a profit by the use of inferior materials @ And because dependable hardware 
or workmanship. can only be made by dependable men, 
, our organization is built up of skilled 
. q To avoid waste, as trustees of a por- workmen of good character, whose wel- 
is tion of national wealth represented by _fare is always a prime consideration. 
od, the men, money and materials employed hell dualle~to wer daedstieael 
Il. in our operations. vag tag ee A lg indienne de: heaped 
he that by increasing the per capita pro- 
@ To maintain a trade policy which is duction of goods we may add our quota 
al fair and just to the dealers and jobbers to the common wealth out of which all 
in who are associated with us in serving __ prosperity is derived. 
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either side, which contracts the screen. 

If desired, the Buyus screen may be 
used in a metal channel, giving it all 
the advantages of a full-length screen, 
because it may be moved up or down 
the entire length of the window and 
will stay as placed whether the window 
is opened at the top or bottom. 

The Buyus screen is so flexible that 


“Buyus”’ Adjustable Screen 


it fits exactly into any window, leaving 
no crevices for flies to crawl through 
and, being of one piece, there is no 


possibility of parting, as frequently 
happens with the two-piece sliding 
screen. Its trim construction, too, 


gives a neater appearance to the win- 
dow than the wider framed screen now 
in general use. 

Buyus screens are made in six sizes 
that cover practically every window re- 
quirement. 


Novel Swimming Belt 
During recent years the auto tube 


has been used to a tremendous extent 
by bathers young and old at watering 





i: 


— — 


Swimming Belt 














Delion 


resorts throughout the country, but at 
that it has been more or less of a make- 
shift. 

With this in view, the makers of the 
Delion tires have just introduced a 
swimming belt which is far less bulky 
and which can be inflated by lung 
power. This swimming belt which sells 
for considerably less than an auto tube, 
is made in a variety of sizes. The out- 
standing feature, however, is_ its 
patented flattened construction of the 
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Next Week! 
Auto Accessory 
Issue! 
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portion that fits under the arms, giving 
the absolute, freedom of arm motion 
which is requisite to swimming and 
learning to swim. 

The Delion swimming Belt is put up 
in a fabric bag which serves to hold 
both the belt and a bathing suit. Of- 
fered by the Delion Tire & Rubber 
Company of Baltimore, Maryland. 


New Auto Strop Razor Set 

Model C, Valet Auto Strop razor set 
is the latest addition to the line made 
by The Auto Strop Safety Razor Co., 
New York City. It is complete with 


Stoop Razor 
> ‘> 


anime 





Model C Auto Sivop Razor 


razor, strop and extra blades. To 
sharpen the blade it is not necessary to 
remove it from the holder. The outfit 
is put up in a velvet-lined case, pocket 
size. This set is also known as the 
“Dollar Outfit.” 


Holds a Line Without Tying 


Many a woman has trouble in put- 
ting up clothes lines in the old way, 
and when she does get the knots tied, 
the line sags and has to be propped up. 
But those days are over for the woman 
who secures the “Wonder Hook.” 

All she needs to do is to throw the 
rope over the hook in a loop, as shown 
in the illustration, and pull it taut. 
The rope cannot slip thereafter because 
the harder the pull—the tighter it is 
held. 

The “Wonder Hook” has many other 
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uses—such as holding tennis nets, ham- 
mock ropes, awning or flag ropes, and 
inside the house where lines are de- 
sired, as in the basement, kitchen or 
bathroom. ; 

This hook is galvanized to resist 
rust and has supported a strain of 1600 


* tee dere panini * 


The Wonder Hook 
lb., under actual test, showing that it 
has ample strength. 

Manufactured by the Tobin Com- 
pany, 368 E. 69th Street, Chicago, III. 


Inexpensive Water Heater 

Imerso is the very appropriate 
name given to a small but practical 
electric water heater made by the Elec- 
tro Heater Co., Inc., Washington, D. C. 
It is distributed by the Imerso Distribu- 
tors, Inc., 23 Duane Street, New York 
City. 

The Imerso may be used for heating 
the water for shaving, bathing, boiling 
eggs, heating baby’s bottle in boiling 
water, for boiling water to cook vege- 
tables and for heating water to be put 
in a hot water bottle. The lower end 
of the heater is placed in the water 


_and the plug at the end of the wire 


placed in a convenient socket, Then it 
is only a short time before the water 
is at the proper temperature. 

The wire heating element may be 
replaced at nominal cost in a few mo- 
ments. The Imerso comes in a carton 
and could easily be placed in an over- 
night bag taking up but little more 
room than a tube of shaving cream or 
tooth paste. 

















The Imerso Water Heater 


Reading matter continued on page 84 
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AMMUNITION 


has SHOT itself into the good 
sraces of rifle, pistol and shot- 
oun users everywhere. 


That same quality which makes re- 
sults better for the sportsmen makes 
business better for the trade. 


No other cartridge line carries the number of 
good things, of bristling newness, that this one 
does. The Lubaloy non-fouling bullet, boat 
tail bullet, open point expanding bullet and 
Super-X long range shotgun loads are business 
bringers that only “Western” dealers know how 
to appreciate. 


Western Cartridge Company 


East Alton, Illinois 
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Notes of the Retail Hardware ‘Trade 











BIRMINGHAM, ALA.—The M.I. Gingold 
Furniture Co., which carries a hard- 
ware stock also, requests catalogs on 
a general line of hardware and tools. 


Los ANGELES, CaAL.—Ira F. Richard- 
son, 4834 West Adams Street, requests 
catalogs on barn equipment, bathroom 
fixtures, builders’ hardware, building 
paper, crockery and glassware, cutlery, 
electrical household specialties, flash- 
lights, fishing tackle, garage hardware, 
heating stoves, heavy hardware, lu- 
bricating oils, mechanics’ oils, paints, 
oils, varnishes and glass, prepared roof- 


ing, refrigerators and stoves and 
ranges. 
OAKLAND, CAL.—The Pottery and 


Household Supply Store has opened a 
store at 5903-5907 College Avenue, do- 
ing both a wholesale and retail busi- 
ness. The new concern requests cata- 
logs on the following: Enameled, tin 
and aluminum ware, bathroom fixtures, 
woodenware, wire and electrical goods, 
brushes, etc. 

DE LAND, FLA.—The Chatham-Salis- 
bury Co., Inc., has been incorporated 
with a capital of $15,000 to deal in the 
following, on which catalogs are re- 
quested: Automobile accessories, auto- 
mobile tires, belting and packing, build- 
ers’ hardware, building paper, crockery 
and glassware, cutlery, flashlights, fish- 
ing tackle, garage hardware, gasoline, 
guns and ammunition, heating stoves, 
heavy hardware, linoleum and oil cloth, 
mechanics’ tools, paints, oils, varnishes 
and glass, prepared roofing, shelf hard- 
ware and stoves and ranges. The in- 
corporators are C. T. Chatham, presi- 
dent and others. 

OcALA, FLA.—The hardware and fur- 
niture stock of Geo. Mackay & Co. has 
been destroyed by fire. It is the in- 
tention of the company to rebuild im- 
mediately. 


S1sLEY, ILt.—Guy Amacher has suc- 
ceeded to the business of G. S. Conrad. 

MounT VERNON, IND.—The E. B. 
Schenk Hardware Co., 206-208 .Main 
Street, established in business for fifty- 
one years, has been incorporated to 
conduct both a wholesale and retail 
business. The directors and stockhold- 
ers are: M. E. Shapker, M. L. Raben, 
M. L. Schenk, C. V. Schenk and J. A. 
Schenk. 

FREMONT, JowAa.—Githens & Galey, 
new owners of the stock and business 
of R. B. Myers, requests catalogs on 
automobile accessories, automobile 
tires, barn equipment, builders’ hard- 
ware, churns, cream separators, cut- 
lery, dairy supplies, farm implements, 
flashlights, fishing tackle, furnaces, 
gasoline engines, guns and ammuni- 
tion, heating stoves, heavy hardware, 
incubators, insecticides, kitchen house- 
furnishings, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
poultry supplies, prepared _ roofing, 
pumps, sewing machines, shelf hard- 
ware, sporting goods, stoves and 
ranges, tin shop and washing machines. 


LuANA, IowA.—Alvin Brietsprecher 
has taken over the stock of R. J. Stuehl. 
Sioux Rapips, lIowa.—Wright & 
Bappe have commenced business here. 


They request catalogs on a general line 
of hardware and implements. 

BRAZILTON, KAN.—J. H. Knopp has 
suffered a fire loss to the amount of 
$6,000. 

Everett, MAss.—F red I. Lamson has 
leased quarters at 307 Main Street, and 
will deal in a general line of hardware, 
cutlery, housefurnishings, paints, wall 
papers, etc., on which catalogs are re- 
quested. 

GROVELAND, Mass.—Harry W. Hardy 
has purchased the business of Cobban 
Bros., and will continue under the name 
of the Cobban Bros. Hardware & Lum- 


ber Co. Catalogs requested on auto- 
mobile accessories, automobile tires, 
builders’ hardware, building paper, 


churns, farm implements, fishing tackle, 
furnaces, hammocks and tents, heavy 
hardware, incubators, insecticides, 
kitchen housefurnishings, lubricating 
oils, paints, oils, varnishes and glass, 
poultry supplies, prepared roofing, 
pumps, shelf hardware, sporting goods, 
washing machines and wheel toys. 
Quincy, MAss.—Pill Bros., Inc., 1459 
Hancock Street, owners of a hardware 
business here, request catalogs on the 


following lines: Automobile acces- 
sories, bathroom fixtures, bicycles, 
builders’ hardware, building paper, 


crockery and glassware, cutlery, elec- 
trical household specialties, electrical 
supplies and equipment, farm imple- 
ments, flashlights, fishing tackle, fur- 
naces, garage hardware, heating stoves, 
heavy hardware, kitchen housefurnish- 
ings, linoleum and oil cloth, lubricating 
oils, mechanics’ tools, paints, oils, var- 
nishes and glass, phonographs, plumb- 
ing department, poultry supplies, pre- 
pared roofigg, pumps, refrigerators, 
shelf hardware, silverware, sporting 
goods, stoves and ranges, toys and 
games, washing machines and wheel 
toys. 

BURLINGTON, MicH.—E. W. Howland 
has disposed of his stock to Ray D. 
Barnes, who requests catalogs on auto- 
mobile accessories, automobile tires, 
barn equipment, belting and packing, 
bicycles, builders’ hardware, building 
paper, churns, cream separators, cut- 
lery, dairy supplies, electrical household 
specialties, electrical supplies and 
equipment, farm implements, flash- 
lights, fishing tackle, furnaces, garage 
hardware, gasoline, gasoline engines, 
guns and ammunition, hammocks and 
tents, harness, heating stoves, heavy 
hardware, home _ barbers’ supplies, 
kitchen cabinets, linoleum and _ oil 
cloth, lubricating oils, mechanics’ tools, 
paints, oils, varnishes and glass, pre- 
pared roofing, pumps, refrigerators, 
sewing machines, shelf hardware, 
silverware, sporting goods, stoves and 
ranges, tin shop, vulcanizing depart- 
ment, washing machines and wheel 
toys. 

CROOKSTON, MINN.— The Northern 
Hardware and Plumbing Co. is pur- 
_ of the stock of J. E. O’Brien & 

0. 
WInpoM, MINN.—The Wynne Hard- 
ware Co. is successor to Albert Wynne. 

FREMONT, NEB.—The Courtright 
Hardware Co., wholesaler and retailer, 


has purchased the building at 440-452 
North Main Street, and will occupy it 
about July 1. 

PITTSFIELD, N. H.—M. H. Nutter has 
sold his stock to A. L. Putnam and Co. 

Avoca, N. Y.—Peck and Milsom, 
successors to the Avoca Hardware Co., 
request catalogs on the following items: 
barn equipment, bathroom fixtures, 
belting and packing, bicycles, builders’ 
hardware, building paper, churns, 
cream separators, cutlery, dairy sup- 
plies, dynamite, electrical household 
specialties, farm implements, flash- 
lights, furnaces, garage hardware, gas- 
oline, harness, heating stoves, heavy 
hardware, insecticides, kitchen house- 
furnishings, linoleum and oil cloth, lu- 
bricating oils, mechanics’ tools, paints, 
oils, varnishes and glass, plumbing de- 
partment, poultry supplies, prepared 
roofing, pumps, refrigerators, shelf 
hardware, silverware, stoves and 
ranges, tin shop and washing machines. 


BROOKLYN, N. Y.—Joseph H. Berk- 
owitz, 1494 St. Johns Place, has com- 
menced business here, and requests 
catalogs on electrical supplies and 
automobile accessories. 

MARION, N. Y.—LeRoy & White will 
move to their new quarters about April 
1. Catalogs requested on a general line 
of hardware and housefurnishings. 

PAWLING, N. Y.—Morse, Stevens & 
Smith, purchasers of the stock of 
George W. Gibney, request catalogs on 
automobile accessories, automobile tires, 
bathroom fixtures, belting and packing, 
builders’ hardware, building paper, 
crockery and glassware, cutlery, dairy 
supplies, electrical household special- 
ties, electrical supplies and equipment, 
farm implements, flashlights, fishing 
tackle, furnaces, garage hardware, gas- 
oline, guns and ammunition, harness, 
heating stoves, heavy hardware, 
kitchen housefurnishings, lubricating 
oils, mechanics’ tools, plumbing depart- 
ment and sporting goods. 

NEWTON, N. C.—The Smyre Hard- 
ware Co. has sold its stock to the Aber- 
nethy Hardware Co. of Hickory, which 
will continue to operate the business 
here. 

BARTLESVILLE, OKLA.—The Berentz 
Hardware Co. desires the address of 
the Leonard & Mills Co., manufacturer 
of split bamboo fly rods. 

MINoT, N. D.—The Dakota Hard- 
ware Co. has been incorporated with a 
capital stock of $50,000. Napoleon La 
Fleur and others are the incorporators. 

LAWTON, OKLA.—The _ Gilkey-Duff 
Hardware Co. has been incorporated as 
successor to the Gilkey Hardware Co., 
with a capital of $25,000. A. S. Gilkey 
and others are the incorporators. 


BROWNWOOD, TEx.—The Allen Hard- 
ware Co. has established itself in busi- 
ness at 108 West Broadway. 

MESQUITE, TEx.—Stewart & Son, 
successors to the C. S. Nelson Hard- 
ware Co., request catalogs on incuba- 
tors, sporting goods and plumbing 
supplies. 

OGDEN, UTAH.—The Ogden Sporting 
Goods Co. has been incorporated, and 
requests catalogs. 


Reading matter continued on page 86 
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|- OU are witnessing the birth of a new 

t, advertising slogan. Time and the cumu- 

lative force of national advertising will make 

4 this slogan’s message felt in every purchase 

“ of builder’s hardware. “Good Buildings 

-- Deserve Good Hardware”, visually tied to the 

S Corbin trademark, makes its first 3,000,000 

bows to the public in 

- Saturday Evening Post of April Ist 

a National Geographic - for April 

h House Beautiful - - for April 

$ House & Garden - -_ for April 
Architectural Forum .,- for April 
Architectural Record - for April 


é P. & F. CORBIN 


SINCE 1849 
» The American Hardware Corporation, Successor 
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Easily Installed Disc Wheels 


Perfection Motor Parts Co., 418 
Lightner Bldg., Detroit, Mich., offers 
the trade the new Perfection disc 
wheel. It is a demountable wheel 
made of resilient laminated steel sheets 
electrically welded. 

The improved appearance of disc 
wheels may be had on any car as this 
wheel may be installed very quickly 


Perfection Disc Wheel 


at any garage. Perfection wheels are 
well built and strong, though very 
light in weight. 


Gas Tank Content Indicated on 
Dash 


The Gas-O-Meter, which gives dash 
reading on the amount of gasoline in 
the tank, is made by The Mid-West 
Glass Co., Cincinnati, Ohio. It is built 
for every type of car except those hav- 
ing the gas tank inside the cowl. It is 
made in two sections—the indicator in 
the tank, and the meter proper, located 
upon the instrument board. 

The indicator consists of a copper, 
air-tight float, attached to a steel 
shaft, and its operation is similar in 
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principle to the usual form of gaso- 
line gauge. The float rises or falls 
in the tank as the gas raises or lowers. 
This operates a shaft within the main 
indicator shaft through the medium of 

















Gas-O-Meter 


two brass milled bevel gears. This 
shaft is mounted upon two bearings 
The inside shaft actuates an arm with- 
in the indicator head, and causes it to 
touch upon electrical segments, sepa- 
rate and distinct for each division of 
the gasoline supply. This is the plan 
followed for measuring the gasoline 
supply. As the float rises or falls, i 
turns the indicator arm to the segment 
showing its location in the tank— 
empty, %, %, %, or full— and as each 
segment is connected separately to the 


dash instrument the connection estab- 
lished by this indicator arm is in turn 
shown upon the dash instrument or 
meter. 

The dial is protected from exposure 
by a % in. plate glass crystal, . 


High Pressure Lubricating 
System 


Bowen Products Corporation, Au- 
burn, N. Y., have added to their line 
of Empress lubricating specialties the 
Empress high-pressure lubricating sys- 
tem. This system or outfit which term 
better describes it, consists of the Em- 
press grease gun No. 400, which is 
drawn from sheet steel, strong and well 
made, eight-ounce capacity, and a full 
set of the various nipples as needed by 
the particular car. The gun nozzle has 
a patented scheme for fastening to the 
various nipples which in each case sup- 
plant a grease cup. The nipples are 
made in three varieties—straight, offset 
at a right angle and bias. These three 
styles are made so that the greatest 
amount of convenience may be had from 
the use of the system—for it makes all 
the bearing points accessible. 

In some cases adapters are needed— 
such as a point where the grease cup 
was part of a connection. A circular 
put out by the company takes up the 
details, mechanical and otherwise, of 
this system. 














Essentials of Empress High Pressure Lubricating Set 











